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Contributes Lasting Loveliness 








To The Season’s Smartest Shoes ! 


The fine, smooth texture—chic, lustrous finish—and cor- 
rect, fashion-keyed colors of Tandrite Calf— give this leather 
an individuality that makes satisfaction among your custom- 
ers a certainty! And once a woman finds out that the 
distinctive beauty of Tandrite Calf is as lasting as it is 
lovely, you may be sure she will seek out your store the 
very next time she goes shopping for shoes! 
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PATSY PUMP 

by 

Brown Shoe Company 
St. Louis 

Made of Hubschman’s No. 571 tan 
polished calf, over Honey last with an 
18/8 heel. No. D-2053. In stock. Also 
carried in Hubschman’s black boarded 
calf and No. 594 blue boarded calf. 
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merchant is confronted with 


many problems. Above all, he is 
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faced with the responsibility of fea- 
turing the kind of footwear that will 
safeguard his business future. 







This problem, however, holds no 
fear for the Vitality dealer. For he 
knows his customers and prospects 
respect the name Vitality. He 
knows, too, that when he sells a pair 
of Vitality shoes, he is offering a 
value which will uphold his prestige. 













Made by America’ 





N these troubled timesevery shoe A 


A Shoemaker Sticks to His Last 


shoemaker sticks to his last! 
And today, as in the past, Vitality 
adheres strictly to its principle of 
providing the best possible va/ue for 
the dollar. 

So, too, should the progressive 
shoe retailer stick to high standards 
of quality like those underwritten in 
Vitality shoes. Come what may, he 
should never forsake the principle 
of offering the finest available va/ue. 

No wonder Vitality dealers face 
the future with confidence! 
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SHOES 


s Largest Shoemakers 


VITALITY SHOE COMPANY, Division of International Shoe Co., ST. LOUIS, MO. 
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“PEAK-ETTE” 
A NEW UNITED CREATION 
2718 HEEL © 
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IT matters not how high or how 
low the heel, our lasts are graded 
with utmost uniformity and preci- 





sion in all sizes and widths. 


Visit our New York Style Studio 


or consult any of our sales repre- 





sentatives for authentic guidance 
in problems pertaining to up-to- 
date last styles. 





Boot and Shoe Recorder 








INSOLE 
LAST MNO /S52 


44ST W069 


® 
s) 
4 
= 
~ 


Stock up with DREW Welt SHOES and then let ‘em come in with their wide or narrow feet. 
long or short toes, with ankles that are slender or heavy, with arches that are long or short. 
You'll give them the Drew’s sculptured-to-the-foot fitting that means comfort they've never 
known before. Yes, the normal feet, too, feel happier and healthier in DREW SHOES. 


* PERSONALIZED FITTING 


Drew's seven basic Welt lasts, supplemented by four special orthopedic lasts, 
possess basic health features which have been combined with last design so that 
practically every customer coming into your store can be scientifically fitted. 


* 50 YEARS OF CRAFTSMANSHIP 


Drew has specialized in the manufacture of women’s fine welt shoes for more 
than fifty years. Drew now combines good fitting with style and comfort to 
a higher degree than ever before. 


*& MAINTAIN CUSTOMER LOYALTY 
Give women the styling they want and the smooth, soothing. caressing com- 
fort they need for those 18,000 steps each day. and you'll find a loyal customer 
following that'll grow faster and faster as time goes on. Make it YOU and 


DREW in ‘42. | | Tbe SARA 


No. 7323—Black Gabardine, Pat- 
ARCH REST and FOOT FRIEND Shoes to Retail at $7.85 and $8.95. ent Trim, 4 Eyelet Tie. 109 Last 
DR. HISS Shoes to Retail at $8.95 and $10.50. 14/8 Patent Cuban Heel. $4.45 


‘THE IRVING DREW CORP., LANCASTER, OHIO—30 minutes from Columbus 
New York: 746 Marbridge Bldg. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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MELODY NO. 1202 
Black Kid Patent 


RELIEF NO. 1290 
Biack Kid, Last 613, 12/8 
Leather Heel 


AAA 5%-10. C3 -I2 
AAS -10 


CYNTHIA NO. 1263 
Black ae 616, 16/8 
Heel. 
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O'CONNOR & GOLDBERG, one of Chicago’s most pro- 
gressive and important retail establishments, is a 
name that comes to mind whenever shoes are men- 
tioried. A store whose very name breathes success and 
the free spirit of America. It was started in 1903 by 
John O’Connor and Julius Goldberg and has proved 
to be one of the outstanding does-happen-here suc- 
cess sagas of American business. If you want to find 
out if a new shoe will click, ‘““Take it to O-G” is the 
slogan with The Trade. 


PAUL SEIGEL, head of the women’s shoe division of 
O’Connor & Goldberg, along with his keen buyer’s 
instinct has a feeling amounting almost to wizardry 
for knowing what the smart woman wants. ““We’re 
finding Naturalizers increasingly popular with our 
fashion-conscious customers in the medium-price shoe 
bracket,” he says. ““One reason we know we can rely 
on them to uphold O’Connor & Goldberg standards 
is that they’re made by Compo technique. And we’re 
glad to say we were among the first to recognize the 


significance and importance of Compo in modern © 
shoemaking.”’ 

A. C. FLEENER states Blue Ribbon Shoemakers’ angle. 
““We’re just as much concerned with the performance 
of a Naturalizer Shoe as with its looks. Both must be 
tops. Which is the reason we’ve adopted the Compo 
technique of attaching soles in making all our 
Naturalizer Shoes.” 


Paul Seigel, famous merchandiser and stylist of O'Connor & Goldberg, looks over Naturalizer 


Shoes and national advertising with A.C. Fleener, General Manager of Blue Ribbon Shoemakers 





NATURALIZER CUSTOMERS buy for results as well 
as style. And the men who see that they get them 
are, left to right—Fred Melea, Compo representative 
from the St. Louis office, and William Dill, 
superintendent of Naturalizer Division of Blue Ribbon 
Shoemakers. Here they are talking over one of the vital 
points of the Compo technique—roughing the upper 
material of the shoe to prepare it for a perfect bond 
with the sole. 


COMPO DUPLEX ROUGHER. 
So delicately adjusted that it allows the operator to 
shift from heavy calfskin to lightweight kid and 
delicate fabrics and still raise the prescribed amount 
of fibre. Just one of the steps that demonstrates 
the completeness of the Compo set-up. Right straight 


CHICAGO CUSTOMER trics on shoes in the 


luxurious shoe salon of O’Connor & Gold- 
berg’s Madison Street store. She’s seen 
Naturalizers advertised in recent issues of 
Vogue, Life, Mademoiselle. Decides on 
several pairs because she finds their 
““moulded-to-the-foot fit” and “no slip 
no gap—no pinch” features are all they’re 
written up to be. That the Compo tech- 
nique has much to do with their sales appeal 
is something she needn’t bother her pretty 
head about. 


through—from specially developed DuPont adhesives, to the 
machines which prepare for and apply it, to the Compo 
technical staff which maintains constant supervision— not 
the slightest detail is left to chance. Good and sufficient 
reason why Compo holds its authoritative position today — 
as the standard procedure for cementing soles to shoes. 


COMPO SHOE MACHINERY CORPORATION - BOSTON 





* AMIGO 
No. 80900 


* TUSCAN * TIFFIN 


No. 80225 No. 20218 


* DAPHNE * DRYAD 


No. 50201 No. 70303 


* VESTAL * MILITAIRE 


No. 20240 No. 70330 


More magazine advertising than 
ever, —with full-color ads in Lapres’ 
Home JourRNAL, Woman’s Home 
ComPANION and Vogue, with black- 
and-white ads in MADEMOISELLE and 
the CurisT1AN ScrENcCE Monitor, 
—will be selling Daniel Green slippers 
this Spring. In two months alone, 
March and May, there will be nearly 
16,000,000 showings of the seven 
slippers listed here. 

You know what- it means when 
Daniel Green turns on the full force 
of its national advertising! -Get 
ready now for the calls you will have 
for every one of these slippers. Order 
them now and be prepared. 

DANIEL GREEN CO., Dolgeville, N. Y. 
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voluntary 
pay-roll 
allotment | 
plan 


helps workers provide for the future 


helps build future buying power 





helps defend America today 


This is no charity plea. It is a sound business proposition that 
vitally concerns the present and future welfare of your company, 
your employees, and yourself. 

During the post-war period of readjustment, you may be faced 
with the unpleasant necessity of turning employees out into a 
confused and cheerless world. But you, as an employer, can do 
something now to help shape the destinies of your people. 
Scores of business heads have adopted the Voluntary Pay-roll 
Allotment Plan as a simple and easy way for every worker in 
the land to start a systematic and continuous Defense Bond 
savings program. 


Many benefits . . . present and future. It is 
more than a sensible step toward reducing the ranks of the 
post-war needy. It will help spread financial participation in 
National Defense among all of America’s wage earners. 

The widespread use of this plan will materially retard infla- 
tion. It will “store” part of our pyramiding national income 
that would otherwise be spent as fast as it’s earned, increasing 
the demand for our diminishing supply of consumer goods. 

And don’t overlook the immediate benefit . . . money for 
defense materials, quickly, continuously, willingly. 


Let’s do it the American way! America’s talent for 
working out emergency problems, democratically, is being 
tested today. As always, we will work it out, without pressure 
or coercion ... in that old American way; each businessman 
strengthening his own house; not waiting for his neighbor to do 
it. That custom has, throughout history, enabled America to 
get things done of its own free will. 


In emergencies, America doesn’t do things 
“Shit-or-miss.”’ |We would get there eventually if we 
just left it to everybody’s whim to buy Defense Bonds when they 
thought of it. But we’re a nation of businessmen who under- 
stand that the way to get a thing done is to systematize the oper- 
ation. That is why so many employers are getting back of this 
Voluntary Savings Plan. 

Like most efficient systems, it is amazingly simple. All you 
have to do is offer your employees the convenience of having 


a fixed sum allotted, from each pay envelope, to the purchase of . 


Defense Bonds. The employer holds these funds in a separate 
bank account, and delivers a Bond to the employee each time 
his allotments accumulate to a sufficient amount. 

Each employee who chooses to start this savings plan decides 
for himself the denomination of the Bonds to be purchased and 
the amount to be allotted from his wages each pay day. 

















-ay-Roll Allotment Plan 






How big does a company have to be? From 
three employees on up. Size has nothing to do with it. It works 
equally well in stores, schools, publishing houses, factories, or 
banks. This whole idea of pay-roll allotment has been evolved 
by businessmen in cooperation with the Treasury Department. 
Each organization adopts its own simple, efficient application 
of the idea in accordance with the needs of its own set-up 


No chore at all. The system is so simple that A. T. & T. 
uses exactly the same easy card system that is being used by 
hundreds of companies having fewer than 25 employees! It is 
simple enough to be handled by a check-mark on a card each 
pay day. 


Plenty of help available. Although this is your plan 
when you put it into effect, the Treasury Department is ready 
and willing to give you all kinds of help. Local civilian com- 
mittees in 48 States are set up to have experienced men work 
with you just as much as you want them to, and no more. 

Truly, about all you have to do is to indicate your willingness 
to get your organization started. We will supply most of the 
necessary material, and no end of help. 


The first step is to take a closer look. Sending in 
the coupon in no way obligates you to install the Plan. It will 
simply give you a chance to scrutinize the available material and 
see what other companies are already doing. It will bring you 
samples of literature explaining the benefits to employees and 
describing the various denominations of Defense Savings Bonds 
that can be purchased through the Plan. 

Sending the coupon does nothing more than signify that you 
are anxious to do something to help keep your people off relief 
when defense production sloughs off; something to enable all 
wage earners to participate in financing Defense; something to 
provide tomorrow’s buying power for your prod- 
ucts; something to get money right now for guns 
and tanks and planes and ships. 

France left it to “hit-or-miss” . . . and missed. 
Now is the time for you to act! Mail the coupon 
or write Treasury Department, Section A, 709 
Twelfth St. NW., Washington, D. C. 









Treasury Department, Section A, 
709 Twelfth St. NW., Washington, D. C. 






Please send me the free kit of material being used by 
companies that have installed the Voluntary Defense 
Savings Pay-Roll Allotment Plan. 
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“THE necessity of being on the 
Square” — those seven words — no 
more, no less, constitute the inter- 
view we got at the National Shoe 
Fair from Herbert N. Lape of the 
Julian & Kokenge Company. Herb 
is the convention “early-bird.” You 
can always find him covering the 
entire field of friendship at the Fair. 
He got in the habit of greeting the 
early arrivals when he was presi- 
dent of the National Shoe Fair. 
Year by year we have limited the 
interview to the “natural” seven. A 
year ago it was “Everybody is mak- 
ing money. Try to keep it.” And 
now that we are on the spot in 
Chicago, we have no way of check- 


<a 









ing up the sage remarks of the past. 


There it is—seven words that tell 
everything: “The necessity of being 
on the square” for if ever there was 
a time when square dealings and a 
square deal paid dividends, it is 
now. Many a merchant is getting 
shoes at the Fair because he played 
the game fair and square over the 
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years. Remember, there is no short- 
age of good will. The breadth and 
scope of the conversations of men is 
something to write home about. 
There have been shoe fairs with 
shoe talk predominating but this 
was a war fair and warfare was the 
No. 1 talk and a complete accep- 





tance of the need for sincere co- 
operation between maker and mer- 
chant to give the American public 
the variety of shoes, pleasing to the 
eye, friendly to the feet and at fair 
prices it can afford to pay. 


HIDE substance is usable to the 
final twitch of the tail . . . its impor- 
tance as a glue by-product is great. 

Hide glue is prepared from the 
trimmings and waste recovered 
from hides by packers and tanners. 
It is sold in solid form, usually in 
sheets or in powder, and, when re- 
duced to liquid form by the addi- 
tion of water, forms the basis for 
common household glue. Its indus- 
trial uses, however, are far more 


important. Hide glue is the adhe- 
sive used in paper-backed abrasives ; 
it plays a part in munition wad- 
dings and casings; holds together 
most types of wood furniture and 
plywood; and contributes to the 
gloss, body, and “waterproofness” 
of coated paper. Gummed paper 
tape, widely used to seal packages, 
boxes and cartons, is made with 
hide glue. 

Inflationary price advances have 
developed in hide glue and hide 
glue stock, and the Office of Price 
Administration is considering the 
imposition of maximum prices be- 
low current levels, Leon Henderson, 
Administrator, announced. 


GLUE PRICES HAVE GoT To ST1ICcK 








Representatives of hide glue man- 
ufacturers, sellers and tanners were 
invited to attend a meeting in Wash- 
ington on December 3, to discuss 
the price situation. 


WITH the cost of living already up 
12 per cent since the beginning of 
the war in 1939, wholesale prices up 




















about 25 per cent and basic raw 
materials up 58 per cent, effective 
action to prevent a serious and long- 
continued upswing of prices is im- 
perative, according to Leon Hender- 
son, administrator of the Office of 
Price Administration. 


. ” ” 

T. J. ROSS, speaking at the 46th 
annual meeting of the National As- 
sociation of Manufacturers, said: 

“What is the public? It is the 
other fellow looking at you and me. 
It is the grocer, the garage man, the 
barber, the dentist, the doctor, the 
clergyman, the clerk and stenog- 
rapher, the man next to us in the 
subway or the movies, the waiter in 
a restaurant, the cop on the corner, 
the councilman, the mayor, the 
judge, and all their wives, sweet- 
hearts and relatives. 


yan PUBLIC! 





“It is all kinds of people, living 
all kinds of lives, interested in dif- 
ferent things, and responding dif- 
ferently to the catch words and 
phrases of the time. 

“We shall not talk of these people 
intelligibly unless we ask ourselves: 
What do they want to know? What 
are they interested in? And are we 
using their language or our own? 
Are we telling them what we want 
them to know—or what they want to 
know? 

“It has a very good idea of what 
it wants. It knows when you're 
bluffing. It is as quick to recognize 
quality in one product as it is to 
detect shoddiness in another. But 
if you want the public to give you 
any attention, talk to it in terms of 
its own interest.” 


WALKER T. DICKERSON of the 
Walker T. Dickerson Co., Colum- 
bus, Ohio, says: 

“*y’ STANDS FOR VISION— 
AND WITHOUT VISION THERE 
CAN BE NO VICTORY. 

“We are sailing the seas of doubt 
that are much more confusing to 
us than were the broad and un- 
charted seas of the Ancient Mariner. 
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ADVICE TO JOE 


—"Tell me," said Joe Zilch, throw- 
ing himself into a chair by my 
desk, “what's going to happen to 
all of us in 19422" 

—"What's biting you, Joe, the jit- 
ters?" | asked. 

—"Well, | read the papers and lis- 
ten to the radio,’ replied Joe, 
"and when | get through reading 
and listening | feel like the end of 
the world is coming." 

— "See here, Joe," | said, “you are 
not going to get anywhere with 
just worrying if you don't do any- 
thing about it, so if you know what 
to do, go ahead and do it. Ht 
you don't, just stick to your knit- 
ting and let the other fellow do 
the worrying." 

—"But | don't know how to knit," 
sighed Joe. 

—"In that case," | replied, “just 
plan to take each day in its 
stride.” 

— "Do the best kind of job you can, 
give the other fellow a helping 
hand whenever you can. | know 
a lot of smart guys who are get- 
ting ‘orders’ out of chaos; and, 
most of all, Joe, quit worrying, 
for sufficient unto the day are the 
opportunities thereof." 


S61 


President 





“Governmental controls — many 
of them formulated by the infiuence 
of vicious minorities, others by the 
favored groups of political patron- 
age, and still others through loud 
and hysterical demands of the 
‘crowd’—black out, for me_ the 
vision for 1942. 

“Our policy, individually and as 
a company, is to keep as nearly 
liquid as conditions will permit 
and to try to sell at a profit today 
that which we produced yesterday, 
and to hope that we can sell, with 
profit, tomorrow, that which we 
produce today.” 


FLOYD B. ODLUM, head of the 
contract distribution division of 
O.P.M., says: 

“It is the first six months that I 
fear most concerning small busi- 
ness, because by the end of that time 
we will have adjusted our economy 
and larger productive facilities to 
our increased war schedule. There 
will be sufficient work to do in the 
essential civilian fields to take care 
satisfactorily of plants that can or 
should remain in civilian produc- 
tion. But there will be that read- 
justment period which my wish has 
been to guard against. 

“There will be a huge buying 
power to be satisfied. Our national 
income will be the greatest in his- 
tory; and while our production will 
also be the greatest in history, some- 
thing approaching half of it will be 
for direct military and other indirect 
defense war purposes. 

“The person with money who 
can’t spend it on automobiles will 
buy many other things that are 
available. Both necessary things 
and also non-essentials that don’t 
use scarce materials but that do tend 
to make one happier or more com- 
fortable will be in demand.” 


~ ae * 

RETAIL trade last year shattered 
all previous records in both dollar 
volume and unit sales of merchan- 
dise. Total volume approached $54,- 
000,000,000, a figure about 19 per 
cent larger than in 1940. The 1929 
peak was $48,459,000,000. 


SENATOR JAMES E. Murray of 
Montana, chairman of the Senate 
Small Business Committee, says: 
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“Small business is the biggest 
business of them all. No one can 
properly understand America if he 
underestimates the tremendous im- 
portance of the little fellow in our 
present-day economy. 

“Embracing some 200,000 manu- 
facturing enterprises, small business 
employs one-half of the industrial 
workers in the United States. In- 
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cluded in its ranks also are some 
2,000,000 other non-manufacturing 
establishments that employ a sub- 
stantial majority of the nation’s 
workers in the retailing, wholesaling, 
and service fields. 

“No giant monopoly nor com- 
bination of monopolies can ap- 
proach in flar-flung importance to 
our nation the hundreds of thous- 
ands of small business men who 
constitute the foundation of our 


American system of free enterprise. 

“I have become convinced of two 
things: First, that small business 
has a great contribution to make to 
the war effort, a contribution which 
so far it has not been alléwed to 
make. Second, that all the problems 
of small business that existed previ- 
ously have been intensified by the 
war and will continue, more intensi- 
fied than ever, into the peace. 

“To hold its own place ift the na- 
tional scene, and at the same time 
to do its part in the national emer- 
gency, small business must get into 
war production. So far it has not 
greatly succeeded. But now the 
country must make full use of its 
small-business facilities and capaci- 
ties. It must help small business, 
and small business must help itself 
and convert to war production 
wherever feasible. How can we win 
any war if 31 per cent of the coun- 
try’s productive facilities in the 
hands of small business are not used 
for the emergency? We must give 
to the little man, therefore, every 
conceivable kind of - assistance— 
technical, financial, and educational 
—to help him play his a in this 


critical time.” 
so * * 


NORMAN WALLACE, president of 
Forbes & Wallace, Inc., Springfield, 
Mass., says: 

“January will see an advanced 
payroll and an increase in expenses 
in the operation of the store. The 
gross margin placed on merchandise 
will have been shrunk by the ad- 
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vanced price paid for 1942 merchan- 
dise. The incentive will have dis- 
appeared to buy early before prices 
have advanced and before the store 
is sold out of scarce materials. Fair- 
ly large sales will, however, con- 
tinue in defense manufacturing 
areas where there is increased em- 
ployment and larger incomes. We 
are not particularly concerned over 
increased income taxes reducing re- 
tail volume in 1942, though taxes 
will reach the low brackets.” 


* * * 


[IRWIN D. WOLF, vice-president, of 
the Kaufmann Department Stores, 
Pittsburgh, Pa., says: 

“There will be a special premium 
this year on alertness to change. Ex- 
ample is the reduction in buying 
power of $3,000 to $10,000 income 
groups and increase of buying 
power in lower brackets which must 
be reflected in types of merchandise 
and price lines promoted by all re- 
tailers. Merchandise shortages and 
substitutions, uncertain deliveries, 
gradual concentration on standard 
staples, replacement of a percentage 
of expérienced salespeople drama- 
tize the need to sell the store more 
than to sell specific items.” 


* * x 


PROFESSOR NEIL H. BORDEN 
of Harvard University reporting to 
the American Marketing Associa- 
tion, said: 

“Advertising’s outstanding con- 
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tribution to consumer welfare comes 
from its part in promoting dynamic, 
expanding economy. Advertising’s 
chief task, from a social standpoint, 
is that of encouraging the develop- 
ment of new products. It offers a 
means whereby the enterpriser may 
hope to build a profitable demand 
for his new and differentiated mer- 
chandise which will justify invest- 


7° 
ment. 
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SHOW UP AT THE SHOWS 


yiEtl- WELL 


ver 





Shoeman Johnson says, “Not I, 
No shoe shows, upon my eye! 
Hotel bills and time away, 
Whoop-to-do by night and day? 
I’m too sane, and sage, and meek 
To cut capers for a week! 

I’m at home and on the job, 
Eating corn upon the cob; 

Let the salesmen come to me, 
Show me shoes I ought to see, 
Show me shoes on my own lot, 
That's the way I’ve always bought!” 


“Johnson, listen,” I opine, 
“Each shoe show is yours and mine, 
It’s a place for me and you 
To take in ‘a bird’s eye-view 
Of the industry we serve 
With our brain power and our nerve! 
Let us go and get the slant 
Of each shoeman and his aunt, 
Let us go and see the goods 
Built for city, field and woods, 
Let’s take in each show this year— 
A bargain is it? Put it here! 
—J. Edw. Tufft. 


“Half my noon hour gone, and | still haven't found the box | hid my lunch in!" 














TAXES are considered the best bet to combat inflation 

and are going to skyrocket to heights never before 
imagined. Price controls to be effective must reach 
down to the retail level, and the job of policing would 
be well-nigh impossible because of the number of busi- 
nesses which would require an astronomical number of 
agents to do it. OPA admits this and is going to rely 


ams 
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heavily on public opinion to do the job under the new 

price bill. 
OPA legal advisers say that an administrative hear- 

ing is unlikely before prices are fixed, leaving some sort 

of hearing after protest is filed. A hearing at this time 

won't afford much redress if someone muffs the ball in 

establishing a retail ceiling, however unintentionally 

and in good faith. This might be likened to a SEC stop 

order after which hearing may be had to remedy a pos- 

sible mistake by that agency in ordering a stock off of an . : 

exchange. The damage will be irretrievable. 





* = . 





THE revocation of licenses is the biggest stick given to 
OPA in the new bill, but it can’t do it without a court ; “wen : 
order. OPA must first give warning notice to violators, ¢ a ) 
after which it may apply to the courts for revocation. .— 2 1S) tae , 
This is a new provision, since the original House bill 3] pe pe BI . : 
permitted the Administrator to do it. ; 


Hyp x 
t 








Or questionable validity is the provision which gives the 
administrator the power to modify or rescind any regu- 
lations or order appealed to the Emergency Court of 
Appeals, a special court of review created by the bill 
and given nearly exclusive jurisdiction over price sched- 
ules. This power to change the rules after the game has 
started has never been sanctioned by the courts, and 
private lawyers say that it is most certainly unconstitu- 
tional, as violative of the due process clause. 








7 a 

is the anti-trust drive led by Thurman Arnold against 
THE ordinary Federal district and even state courts the National Broadcasting Corporation as a separate 
now, according to the Senate, may declare the act un- company. But, after all, the anti-trust division, like 
constitutional but they may not restrain or set aside the many other Government outfits that are of no great 
orders of OPA. service in war time, has to do something the justify 
° $ appropriations and maintain its payroll. 
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AS futile as the late government reorganization and the . 


“busting” of the Standard Oil under the first Roosevelt, WITH public debt to rise to $110,000,000,000 the ad- 
both of which merely resulted in the changing of names, ministration is proposing an additional $9,000,000,000 
in taxes to bring estimated receipts for the ensuing year 
up to $27,000,000,000. Even after this there will be a 

deficit of $31,000,000,000 at least. 
In essence, the budget message of the President may 
be considered summed up in his statement that taxes 
HERE'S WHERE THOSE SHEARLINGS GO are preferable to inflation. Specifically he recommended 
laws to eliminate loop holes in all kinds of taxes, the 
Picture on Opposite Page lowering of exemptions in estate and gift taxes, re- 
examination of charitable, religious, and education 


Story on Page 44 corporation exemptions. 
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SPRING STYLES 


READY FOR ACTION 


EVEN a brief viewing of only a few lines at the Chicago 
National Shoe Fair last week would have been enough 
to show the most casual observer the highlights in wo- 
men’s Spring and Summer shoes. Two trends were 
sharply defined as manufacturers and retailers alike 
got into their stride for the strenuous times ahead. First, 
there are all the shoes for the serious work that women 
will be doing. Second, there are the extras, the shoes 
for leisure hours when a woman can indulge in some- 
thing a little gay, a little feminine. Between those two, 
there are still, of course, the average daylong shoes . . . 
the pumps and stepins in casual, tailored or more dressy 
versions. 
“WOMEN IN UNIFORM” 

Shoes for Defense Workers . . . this was the new note 
in one room after another, wherever the manufacturer 
was equipped to make sturdy, low heel walking types. 
Even the casual shoe houses are showing shoes for De- 
fense Workers. And there will be many types of work 
where the sturdy, soft casual shoe with its’platform sole 
and low heel will meet a definite need. Factory workers 
wearing slacks, for instance, will like these shoes. 


Kitchen dinner dress, with ballerina skirt, in a 

colorful yellow print is finished off smartly with red 

espadrilles and green stockings. Dress from Pol- 
lack, Smith & Robins. 
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Opposite: From the purely feminine to the strictly 
business . . . Defense business to the fore . . . 
these costumes typify Spring trends in shoes shown 
at the Style Show at Chicago’s National Shoe Fair. 


Shoes for Defense Workers .. . Prac- 
tical Types for Days of Work; Femi- 
nine and Colorful Novelties for Off- 
Duty Hours ... These Were High- 
lights at the 1942 National Shoe Fair 


Many a woman who has become accustomed to 
casual shoes for most of her daytime hours will go right 
on wearing them, as long as the kind of work she is 
doing permits the wearing of them. Certain kinds of 
jobs will, of course, require more substantial or more 
formal tailored shoes. Low heels . . . 14/8 or under . . . 
broad treads, sturdy but flexible soles, strong but soft 
uppers, are typical features of all defense shoes. Seam- 
less vamps found in many are comfortable and have 
the right military look. 

For off-duty hours there are plenty of colorful, exotic 
styles. Sandals . . . multicolor and ombré, many of 
them . . . are important in all the lines. Some of them 
are on low heels and are young and casual in feeling. 
Some are on very high heels and thick clog soles and 


The perfect cocktail or restaurant dining co-tume. 
Long black dress with side fastening, flower toque 
and fuchsia red studded clog sandals, the kind of 
costume to make a woman feel her most feminine 
after a day’s work. Dress from Charles Cooper. 
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are exotic and extravagant looking. We advise you 
not to miss including at least a few pairs of these shoes. 
They may look like a lot of foolishness to you, but 
you'd be surprised how many, even so-called very sensi- 
ble women, like a thoroughly frivolous shoe now and 
then. 

SANDALS STRONG IN NOVELTIES 


The trend toward sandals that we noted after the New 


~ York Show in October still carries on. There are many 


types . . . strip sandals, cross straps, front straps, ankle 
straps, in casual and dressy shoes. 


PUMP STILL THE LEADING PATTERN 


Defense types and sandals may be the striking new 
thoughts in the Spring and Summer lines, but the 
pump and low stepin is still volume. Here again, you 
have two sharply contrasted types. There is the tailored 
pump on low to medium heels. The spectator is the 
number one treatment here. Coming up stronger all 
the time, is the spectator in natural linen . . . or linen 
weave . . . with tan calf. This strong interest in natural 
linen is all a part of the growing popularity of beige 
and cream. Watch it. Beige . . . creamy and darker . .-. 

[TURN TO PAGE 35, PLEASE] 








MERCHANDISING TO SELL 


Corner of the men’s shoe department at the J. L. Hudson store. 


SELLING quality shoes in a men’s department at the 
J. L. Hudson store in Detroit is based primarily upon 
an all-around merchandising program and upon com- 
plete stocking in all staple lines. So successful is this 
policy that the men’s department, in charge of Joseph 
H. Mitmesser, buyer, and his assistant, Ross Crise, has 
become known as one of the largest sellers of the Matrix 
line in the country. 

The Hudson store is the largest in Detroit by a con- 
siderable margin. The men’s shoe department is located 
in a corner of the second floor, with both elevator and 
escalator service. The greater part of the rest of this 
floor is devoted to men’s clothing and to the boys’ 
departments. 

The department covers both popular-priced and 
quality shoes. In the lower-priced lines, attention is 
centered strictly on three lines, Burke, $4.95 and $5.45; 
Super-Six, $6.95, and Strate-Eight, $8.95. In each line, 
a complete variety of shoes is stocked—including sport 
and style shoes as well as staples. The quality shoes are 
divided between the Matrix and Matripedics ac $11.75 
and Hanan shoes at $13.50. This line-up enables the 
store to meet all of its requirements so far as price range 
is concerned. 

Int © '-stion of a new shoe style is a serious matter. 
For de astied study of the shoe’s points, including the 
leather, construction, style, and how it matches cos- 
tumes, sales meetings are held weekly, before store 


Each sales person in the department is obliged to 

read the ads. A copy of the ad is pasted on the 

sheet shown below and every man must sign his 

name in the righthand column signifying he has 
read the ad. 








ON SALE TODAY 


DEPT. NO. 
‘This section on today's advertisement covers the merchandi.c on enle in 
wmportance thet each aad every milespervon in your depertment uw ecquested 
PRICES and of the various 





by cach salesperson wn the department 
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: Salesmen must fill in these cards 
for each customer. 





- MATRIX 


SHOES for MEN 














opening in the morning, and. the buyers pass their ex- 
pert knowledge of shoes along to the sales staff. 

Close contact with the men’s wear department is main- 
tained. Talks with the buyer in this department result 
in sounder knowledge of what styles to buy. The men’s 
wear buyer frequently talks at the sales meetings, and 
brings along sample garments, giving valuable pointers 
on selecting shoes to match. 

Co-operation between shoe buyer and salesmen works 
both ways. At these meetings, the buyers pass along 
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MEN’S QUALITY SHOES... 


JOSEPH H. MITMESSER, BUYER OF THE MEN'S SHOE DEPARTMENT AT J. L. 
HUDSON & COMPANY, DETROIT, UTILIZES ALL OF THE FACILITIES HIS DE- 
PARTMENT AND STORE PROVIDE, PLUS SOME OF HIS OWN INVENTION TO 
CREATE A REPUTATION FOR COMPLETE QUALITY FOOTWEAR SERVICE. 














Left: The findings counter is an important part 
of Hudson’s men’s shoe merchandising . 


Below: Plenty of display space is taken into con- 
sideration in the Hudson men’s department. 









information on leather qualities, and ideas on how to fit 
shoes. On the other hand, the salesmen on the floor who 
meet the customers are relied on by the buyers to give 
suggestions on style trends, which are used in buying 
policies. The objective is to follow local buying trends, 
rather than to follow strictly eastern fashions, which 
often cannot be followed successfully in the Motor City. 

Another policy that has resulted in sound buying has 
been the practice bringing in new shoe styles for 
criticism. These new lines are discussed by the Hudson 
staff, before they are put into production, and the 
criticism and suggestions made influence the shoe design 
selected by the manufacturer. 

The display of shoes within the department is designed 
to emphasise one price line at a time. With a large de- 
partment and adequate display available, all lines and 
grades are given due display. In the larger display 
cases, tendency is to show from six to nine styles of one 
price line at a time, giving the customer an adequate 

[TURN TO PAGE 37, PLEASE] 
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BUILD YOUR CLEARANCE 





SEMI-ANNUAL SALE! 
Women’s Better Shoes 


$8.95 BEAUTIFUL LAIRD 
SCHOBER SUEDE SHOES 


All fashion pets of the season! The entire stock 
of suede shoes , . . in the smartest colors and 
styles of the year! Pumps, step-ins, sandal types 
you'll wear with your street and dressy costumes 
. « » Every pair superbly styled . . . Every pair 
a flatterer . . . and each pair is only $6.95. In 
black, brown or blue suede. Sizes 314 to 9. 


$12.95 DISTINCTIVE 
URBANITE SUEDE SHOES 


You saw them only a few days ago in our shoe 
Salon ot their regular price... and now these 
Sleek-fitting, sale Aetcring Urbanites are sours 
for the ashing for only $9.85. Choese from 
Pumps, step-ine, ties and sandal types... Get 
& pair iv black, brown, blue and wine! Size» 
4 to 9 in the croup. Don't mire out on this 
reper) vei 














WHEN asked how he managed to drive home success- 
fully the theme of his sermons, an old colored minister 
replied, “First I tells °em what I’m goin’ to tell ’em, 
then I tells ’em, then I tells ’em what I’ve done told 
em.” Admittedly, this article is repetitious to some 
degree, also—it repeats suggestions that have been 
given before. But it does so because there are still 
many shoe stores that are not following through on what 
has become standard practice in practically all of the 
outstandingly successful stores of the country—making 
each promotion (including sales) a complete, co- 
ordinated, compelling campaign. They follow the old 
minister’s plan of telling—telling in the ads, telling in 
the windows, and telling in the store! And there’s a 
definite tie-up all the way through, whether the promo- 
tion is a small departmental affair or a store-wide smash. 

First step, of course, is stock checking and determina- 


Sale advertising is more restrained this 
year, as evidenced from these specimens 
clipped from recent issues of newspapers 
in various cities. With prices rising, 
merchants are less inclined to promote 
drastic clearances, but many stores are 
offering special values on certain lines 
and groups of shoes. 
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AROUND AN IDEA... 


tion of sales reductions. (Remember how long many 
merchants clung to the idea that both good and bad 
numbers should be reduced equally ?—result, the shelf 
warmers stayed on season after season.) Since the 
various factors of the promotion must be considered 
together, let’s start off that way and take up the various 
parts in the order of appearance. We will need some 
idea to tie the parts of the campaign together—a char- 
acter, a design, or even a color—something to remind 
the ad-reader, the window-looker, the customer in the 
store of the sale. Makes it more important in the minds 
of the customer, in addition to keeping it in their minds. 
Frequently a good ad-border or layout or heading design 
can be used in both display and showcard work. 


Which brings up a very important point—making the 
newspaper ad stand out. Certain stores with original 
art facilities generally have ads that catch the eye, but 
far too often, the smaller store does not. Even without 
special art work, the smaller store CAN HAVE ADS 
THAT STAND OUT by giving more attention to the 
ad layout. This is one of the “old subjects” I men- 
tioned, but a review of very recent ads proves that it 
remains a weak spot in shoe store promotion. 

Sometimes the importance of the event (such as a 
store-wide clearance) warrants use of “teaser ads” 
which should embrace the theme idea. More frequently 
used, however, is the advance notice to customers— 

[TURN TO PAGE 3], PLEASE] 


PLAN A COMPLETE COORDINATED CAMPAIGN AROUND A CEN- 


TRAL THEME, AND WATCH YOUR SALES FIGURES SOAR. HERE ARE 


HELPS AND SUGGESTIONS FOR MAPPING OUT THE CAMPAIGN. 
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RELATED DISPLAYS 


STRESS 


THE display problem at Sommer & Kaufmann’s is a 
somewhat complicated one, due to the fact that the 
business is actually composed of several different shoe 
shops under one roof. Hence each shop must have its 
own character as distinguished from all other shops, and 
at the same time bear a general family relation to the 
whole. 


THE windows consist of two large undivided spans, 
plus two separate units. The Sommer & Kaufmann 
policy embraces unit developments for individual shops, 
as well as divisional displays for individual shops in 
the large windows. This in itself equals the situation 
which the general shoe store which caters to a wide 
variety of people of all ages, must face. 

The windows illustrated on these pages carry out the 
general idea of related displays, each maintaining the 
character of the store unit it represents. The one at the 
top of this page was installed to announce the opening 
of the store’s exclusive Terrase Shop, where the very 
high-style shoes are sold. The window was striking; 
the color scheme dramatic, in keeping with the purpose 
for which it was installed. The window shown at the 
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MERCHANDISE 


William Locke Nelson joined the Sommer & 


Kaufmann store about a year ago. Previously 


he had been with three representative W est Coast 

stores. Under him is a normal display crew of 

assistants and card writers. Practically all mate- 

rial is planned and produced on the premises 
under Mr. Nelson’s direction. 


top of the opposite page emphasized the vogue for highly 
polished shoes, and was a promotional window on this 
subject. The one at the bottom of that page was another 
promotional presentation of the store’s volume style 
department. The central figure, Dixie Deb, is most likely 
to appeal to the younger customer group which is the 
logical source of this department’s business. 

Generally speaking, the display objective is to stress 
the quality and good taste of the merchandise, using 
dramatic promotions of single ideas wherever possible. 
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SOMMER & KAUFMANN, SAN FRANCISCO, CALIF., HAVE DEVELOPED A UNIFIED 
PLAN OF DISPLAY FOR THEIR INDIVIDUAL SHOE SHOPS WHICH MAINTAINS THE 
CHARACTER OF THE INDIVIDUAL UNITS BUT TIES IN WITH THE GENERAL POLICY. 


Left—This window was installed for the opening by W. LOCKE NELSON 
of the exclusive, high-style Terrace Shop. Stark Display Manager, Sommer & Kaufmann, 
white with red accents was superimposed on black. Sen Francisco, Collf. 


Left—A promotional window on 
polishable calfskin, utilizing the 
bootblack and the bridle path 


Below — A promotional presenta- 

tion of the store’s volume style 

department. The South American 

theme was presented in warm 
vital colors. 


OF STORE'S SELLING UNITS 
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The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


More Vigorous Leadership Needed 


BEFOGGED and befuddled shoe men attended the Na- 
tional Shoe Fair at Chicago and left the same way. 
Events, external to the business have beclouded all 
business thinking. 

You can’t change over night an industry that has been 
living for years on the theory that the sole and avowed 
purpose of human beings is to be consumers of goods 
—and that they must be goaded by every possible 
method of pressure or cajolery to spend wages and 
earnings in consuming goods. A public that has-been 
consuming to the limit, indulging in the pleasures of 
purchasing anything and everything, finds itself face 
to face with the most serious thing that has eyer af- 
fected American life. The way of our people and the 
way of our trade is going to be changed or else we 
have no ultimate victory. We are not going to stuff 


people with goods and shoes in particular and carry 
on a war as an additional pursuit. 

We are going to learn to tighten up. The only soldiers 
are not those carrying guns. It is natural to “duck” the 
truth, particularly when you don’t know it; but face it 
we must sometime—or else . . . 


We talked to a man who was in shoes in 1932 and in 
automobiles in 1935. He finds himself with his stock 
of automobiles impounded and he is back again in the 
shoe business. He is going to convert his automobile 
showroom into a shoe selling store—and he feels that 
he could do the job better because of the stern neces- 
sity that he must recoup his unnatural loss and make a 
living the slow and hard way of rebuilding his shoe 
experience. He is going to be tough competition be- 
cause he knows what it is to face facts . . . to accept the 
inevitable. He will bob up again in the field that he 
now feels he should never have “walked out on.” To 
talk to him was t6 see the shoe business as an oppor- 
tunity for making a living and for pouring in each 
hour of the day into something wantable and salable. 
He wasn’t content to wait for the war to be over. He 
was ready for action immediately. Fortunately he had 
a background of good reputation and adequate capital to 
finance his new venture. We sort of resented his re- 
mark that shoe retailing was a sleepy trade; but after 
all, he ought to know. 

The Shoe Fair, as a business show, served well its 
purpose. Retailers were brought face to face with eco- 
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nomic facts in-so-far as types of shoes, materials, in- 
gredients, deliveries and prices were concerned. New 
orders were limited to manufacturers’ abilities to get 
the materials and make the shoes. Regular customers, 
naturally, had first preference. We could sum it all up 
by saying it was a friendship show—that precious in- 
gredient of good-will still knows no shortage. 

The National Shoe Fair was worth while for one pub- 
lic utterance, the acknowledged voice out of Washington 
in the person of Dr. John K. Galbraith, Director of 
Price Division, Office of Price Administration and As- 
sistant Administrator, OPA. It was worth going to Chi- 
cago to hear him say: 

“The shoe manufacturer and the shoe retailer has a 
key role, a very central role, to play in this job of stabil- 
izing the cost of living. It is your good fortune, or ill- 
fortune, as the case may be, that you are the household 
symbol of what is happening to living costs. It is the price 
of shoes, along with the price of bread and the price of _ 
sugar which is reported over the back fence as example 
of what is going on in the world. Your product is the 


main component, in some cases the only component, of 
the poor man’s price index.” 


In a way you have heard that said in the Boot anp 
SHoe RecoRDER many times because we have been 
fully aware of Washington’s and the econmists’ delight 
in making shoes a common denominator in human use. 
The responsibility is upon us, as shoe men, to see that 
we do not take an extraordinary advantage of the fact 
that we are in a fortunate position in a war time econ- 
omy. 

Shoe prices must not get out of bounds. If you are 
giving a fair volume, you can make a living for your- 
self and a living interest for your capital: and that’s 
about all. 

Bluntly, the purpose of business is not patriotic. The 
purpose of business is to give value. Business and 
patriotism may go hand in hand but as a rule, we have 
to look to business first. Fair play demands from the 
American business man a supreme interest in seeing 
to it that he gives the public the most for the money in 
shoes and in skills of service. 

We are beginning to discover that in this coun- 
try the first part of a man’s dollar is to go to his 
government toward the cost of operating a vic- 
torious war and not the few reluctant pennies at 
the end of his dollar, after every luxury has been 
gratified. [TURN TO PAGE 35, PLEASE] 
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William H. Hennessy 
New York—William H. Hennessy, 
ireulation manager of Boot AND SHOE 
RECORDER, passed away Sunday, Janu- 
ory 10th, after a useful life, well spent, 
filed with goodness to mankind. He 
:new what it was to suffer. All the 
<cruciating pain of angina-pectoris 
as his for five years or more but you 
ould never know it. He had a smile 


William H. Hennessy 


and a lift even though, at the moment, 
the pain shot through his heart. He 
will be missed. 

Born in Hingham, Mass., a son of a 
shoe merchant, Bill Hennessy, graduate 
of Holy Cross College, came to the 
Boot AND SHOE RECORDER twenty-five 
years ago. He had been, for a time, an 
advertising man for E. T. Wright 
Company of Rockland, Mass. He 
started in the circulation department. 
In a quarter century he contacted in 
person, or by letter, or through his 
representatives, practically every sub- 
scriber to the Boot AND SHOE RE- 
CORDER. 

In the first World War, Mr. Hen- 
nessy was assigned to Washington and 
served as a dollar-a-year man in the 
War Industries Board and because of 
his wide knowledge of shoe retailers, 
he organized licensing system of shoe 
retailing. The Armistice, of course, 
cancelled the war plan. 

As an expert in circulation work, his 
talents were in demand in many fields 
through his Field Service Associates. 
He leaves a daughter, Miss Rita Hen- 
nessy. 

Funeral services and burial-were at 
Hingham, Mass., Wednesday, Janu- 
ary 14th. 


Transferred to Harrisburg 


HarrispurG, Pa. — William Beakey 
has been transferred from the Hanover 
Shoe Store in Scranton to the Harris- 
burg store as assistant manager. He 
has been connected with the company 
for five years. 
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Reports of Shortages Spur to Shoe Buying 





Southwestern Buyers Stock Up on Men’s Shoes at Fort Worth 
Meeting—Ben Phelps Elected President 


Fort WortH, Tex.—The shoe eyes 
of Texas were upon Fort Worth this 
week, where the 29th annual convention 
of the Texas and Oklahoma Shoe Re- 
tailers Association, in friendly coopera- 
tion with the Southwestern Shoe Trav- 
elers’ Association, were in session from 
Sunday through Wednesday at the 
Texas Hotel. There is a brand of con- 
vention unique to the Lone Star State— 
friendly, free and cooperative. Not so 
many merchants came but those who 
did bought to their capacity. Some of 
the exhibitors, and there were 282 ex- 
hibits with one or more salesmen in 
each, reported that they did more busi- 
ness in Fort Worth than they did in 
Chicago. 

Remember, we said some; and that 
goes mostly for the men’s shoe lines 
because Texas and the Southwest is 
strong men’s shoe country. Rumors 
and reports of coming shortages of 
heavy sole leather due to Government 
needs stimulated such buying. The 
whole shoe front is moving forward— 
sport shoes, casuals, all of the diversi- 
fied footwear of men, women and chil- 
dren had a play—for it was a selling 
market. 


Retail Boom On in Texas 


Texas and the Southwest is booming 
at retail and shoes are an important 
article in this big field. Naturally, the 
bulge was on walking shoes for men, 
women and children because in this 
part of the country automobiles are 
such a necessity that even the fear of 
tire trouble carries with it the implica- 
tion of a return to that strange form 
of locomotion—walking. The spell of 
cold weather in the Southwest had 
brought brisk business to most of the 
merchants and that helped some in 
stimulating advance buying. Already, 
railroad travel has disrupted business, 
some of the salesmen not being able to 
get their trunks through from the Chi- 
cago show and the East. Some of the 
merchants who had been at Chicago 
and stayed over found train travel 
many hours late. A period of patience 
and tolerance is evidently here and 
merchants were instructed to tell their 
customers that Spring shoes would be 
subject to changes, substitutions, alter- 
nates, delays and everything else. Most 
merchants were holding to their price 
lines even though it shortened their 
margin of profit because they want to 
give the public a square deal. 

Some merchants fear a runaway shoe 
market when the real truth of shortages 
becomes known to the public, as for 
example: A small ad in the newspaper 
indicating that rubber heels were in 
serious shortage, swept every pair out 
of the City of Fort Worth for people 
went into repair shops and bought 


rubber heels for future use. One lead- 
ing merchant said: “If the public were 
to know that men’s heavy soles were 
out of the market because of Govern- 
ment present and future demand, we 
wouldn’t have a pair of shoes on our 
shelves—that’s how emotional the pub- 
lic is on this subject of shortages. 

All in all, it was a great convention 
—fiavored with friendship and filled 
with activity in the Texas Hotel. There 
wasn’t a room to be had in any of the 
hotels in the city due to the convention 
and the influx of new people into Fort 
Worth. 


Editors on Convention Program 


The convention sessions on Monday 
and Tuesday were addressed by Esther 
Lyman, Merchandise Editor of Harper’s 
Bazaar, and Arthur D. Anderson, edi- 
tor of Boot AND SHOE RECORDER. Three 
professors from the Business School of 
Texas Christian University were in at- 
tendance to advise merchants on finan- 
cial and business practices, problems 
and solutions. The general chairman, 
D. L. Tandy, presided at the Monday 
meeting and L. E. Langston, executive 
vice-president of the National Shoe Re- 
tailers Association officiated at the 
Tuesday session. An interesting pro- 
gram for the ladies in attendance (and 
there were many present) was under 
the general direction of Mrs. Troy 
Duncan, assisted by Mrs. W. B. Taylor, 
Mrs. W. A. Harris, Mrs. M. A. Daniels, 
Mrs. W. S. Hepple, Mrs. Dave L. Tandy, 
Mrs. Robert Logan, Mrs. W. N. Hinck- 
ley and Mrs. Paul Baker. 

At the board of directors meeting on 
Sunday, Jan. 11, it was voted to put 
before the joint bodies a new name for 
the association, The Texas and South- 
western Shoe Retailers Association. 
Decision on this proposal will come 
later. 

In the election of officers, Ben Phelps 
of Shreveport, La., becomes president; 
with the following vice-presidents: 
Matt Spires of Austin, Tex.; Alex 
Hesselson, of Fort Worth; Herman W. 
Ehlert, of Dallas, and W. D. Owen, of 
Dallas. W. A. Harris remains secre- 
tary-treasurer—a post he has held for 
a length of time. The directors elected 
were: Three years: George Potashnick, 
of Dallas; Guy Conover, of Beaumont; 
William Collins, of Lubbock; Harry 
Davis, of New Orleans, and W. Ralph 
Watson, of San Antonio. Two years: 
L. F. Tuffly, of Houston; E. M. Boyd, 
of Austin; Sid Katz, of San Antonio; 
W. H. Sherwin, of Dallas, and M. A. 
Daniels, of Fort Worth. One year: 
K. B. Wooley, of Dallas, Bernard Gard- 
ner, of San Antonio; Wm. G. Nissen, 
of Oklahoma City; Charles Kessler, of 
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OTHER PEOPLE’S IDEAS 


by JOHN F. W. ANDERSON 


Salesmen Please Note! 


Every salesman in the shoe depart- 
ment must know what the store is 
stressing in current advertising in or- 
der to do an adequate job of merchan- 
dising, according to buyer Joseph H. 
Mitmesser of the J. L. Hudson Com- 
pany, Detroit. To assure this fact, each 
salesman in the men’s shoe department 
must inital or sign each piece of shoe 
advertising as witness that he has read 
It. 

A tear sheet of each ad is posted 
on a form ON SALE TODAY. Direc- 


Poihi qua dad¥t:. vel bilge. 
too! Why not complete the picture with a 
pair of chess Soden Gaton 3? Styled and 
erafied by leading makers of quality shoes, 
they'll top sfgvir new Spring outfit, like a 
good cigar lops off a banquet. 


. Have this 


tions read: “This section on today’s 
advertisement covers the merchandise 
on sale in your department. It is of 
utmost importance that each and 
every salesperson in your department 
is acquainted with the MERCHAN- 
DISE, the ADVERTISED PRICES 
and LOCATIONS of the various lines. 
advertisement carefully 
read and signed by each salesperson 
in the department.” 
* = * 


A “Warm” Winter Display 


A crackling fire, a comfortable easy 
chair and a pair of comfortable slip- 
pers or lounging shoes—what more 
could a man ask for on a cold winter 





MEN’S SHOE SECTION 
¢T. EATON Ct. 








Five-inch wide card and three-inch 


flap given out—or placed in 


parcels—by 
the Men’s Clothing Department of The T. Eaton Co., Ltd., Winnipeg, Canada 
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night. And did you ever consider the 
eye and comfort appeal of such an 
idea built around a window display at 
this season of the year? 

As a matter of fact we recently saw 
such a window in a suburban New 
York community and the merechant 
reported that it cost him practically 
nothing because he used the fireplace 
and glowing logs from his Christmas 
display. He‘ added a leather chair 
borrowed from the nearby furniture 
store, slippers and shoes out of stock, 
a homemade window sign and, last . 
but not least, the important price tags. 

* 7 ~ 


“MOO! That's Our Baby Calf 
Pumps Calling for Attention” 
(Gimbels, Pittsburgh) 


> tae 
Appearance Is An Asset 


The above caption is a slogan which 
the men’s shoe department at Boyd- 
Richardson, St. Louis, puts to practi- 
cal use in every step of their men’s 
footwear merchandising. Believing 
that there is no sense in offering beau- 
tifully finished shoes to customers, if 
the salesman has old or untidy shoes 
on his feet, Buyer Harvey Kopp 
started an institutional policy to keep 
up the appearances of the salesmen. 

Each of the half dozen salesmen 
wears the shoes of the department. 
These shoes are sold to them at a dis- 
count and each man keeps two or 
three pairs handy.in a locker in the 
back of the department. The spare 
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shoes are kept on trees and are shined 
regularly by the boys of the shoe shine 
stand located near the shoe depart- 
ment. Salesmen are advised to change 
their shoes several times a day with 
the shoe shine boys polishing them to 
a high gloss during their slack pe- 
riods. 

Buyer Kopp sets the lead for his 
men and checks to see that the men’s 
shoes are in keeping with the styles 
on display. 

“Our salesmen do not mind this 
procedure,” reports Mr. Kopp, “be- 
cause it makes sales come more eas- 
ily, keeps their feet comfortable and 
gives them more confidence in their 
selling. Also our men are more con- 
scious of the possibilities of selling 
shoe polish, extra pairs of shoes and 
good service through their own ex- 


perience.” 
* - * 


Four Star Final 


The Wise Shoe Store, 125th Street, 
New York City, is staging an “Extra” 
Sale in the form of a window full of 
shoes on sale promoted by five-foot- 
high cut-outs of newsboys—each boy 
with a bunch of papers under one 
arm and the other high in the air 
announcing—in huge red letters— 
“Extra Sale” and the price. You can’t 
miss this one as you walk by! 

* * * 


“Cashing Checks for Soldiers” 


Since large numbers of men are be- 
ing inducted into the Army, it is prob- 
able that shoe retailers will be asked 
by men in uniform at one time or an- 
other to cash checks for them. We all 
want to do the most we can to ac- 
commodate the men in the services 
but we do have to guard against dis- 
honesty. A uniform is no guarantee 
of the reliability of a check and re- 
member that the U. S. Army will in 
no way cooperate with creditors who 
may be trying to collect money from 
soldiers. 

We are indebted to Eldred L. Davis 
of the Retail Merchants Association, 
Detroit, Mich., for directions to fol- 
low: 

“Since military men are subject to 
transfer from one location to another 
on short notice and since many of the 
beys stationed in or near your: city 
are from other sections of the country, 
they will not have established credit 
and there may be complications in 
thé extension of such services by the 
store. 

“To facilitate the procedure and to 
protect the store against unnecessary 
losses from bad checks, we asked 
military authorities what safeguards 
might be used and what methods of 
identification were the best. They 
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recommend the following procedure 
in establishing the identity of a 
soldier. Obtain his: 

1. Full name. 

2. Rank. 

3. Home address. 

4. Organization (Company D, 10th 

Infantry—for example). 
5. Serial number (every soldier has 
one). 

6. Right thumbprint on the check. 

“The soldier could lie about any of 
the first five items, but not about the 
sixth, his thumbprint, according to 
military authorities. Proof of his 
identity under this system is infallible. 

“Should the check prove worthless 
the first step is to attempt to com- 
municate with the commanding officer 
of the regiment or company which 
the writer gave. Failing to locate the 
organization the store should write 


directly to the Adjutant General of 
the Army at Washington, D. C., for 
information, sending along the thumb- 
print or a copy of it. This should 
bring action.” 

In general. it may be said that if 
you would cash a check for the man 
were he not in uniform—if he fulfills 
your requirements as a civilian—then 
you should allow him the same courte- 
sies as as a soldier. 

* * = 


Latest Stage Hit 


The L Miller Shoe Store, 1552 
Broadway, New York City, is right in 
the heart of the Times Square the- 
atrical district. They stay open until 
9 o'clock week nights to catch the 
after-dinner trade, but if you've ever 
been to Times Square you know that 
crowds of people walk up and down 
the streets every night of the week 
until well after midnight. It would be 
extremely difficult for a store to stay 
open late enough to accommodate 
this group so the next best thing that 
a shoe store can do is to interest the 
crowd sufficiently in their shoes on 
display so that they will come around 
earlier the following evening or dur- 
ing the day. 

This is just what the I. Miller store 
has done in the form of a semi-circu- 
lar “theatrical” display in the back of 
their store. Rows of brightly colored 
styles are set up on parallel metal 
racks before a pale pastel backdrop. 
Illumination is by three strong spot 
lights overhead. The windows are kept 
dark, adding to the attention this 
“stage” display receives from the 


street. 
* * # 


“Effortless” Merchandising 


“Streamlined Shoe Sale” is the title 
given by Sommer & Kaufman, San 
Francisco, to its special clearance sale 
—a title that has proven so effective 
that it has been used for the last 
three such events. Following, are the 
“streamlined” highlights: 





departments to the street floor. 


of all merchandise. 





Streamlined Shoe Sale 


1—“Streamlined Planning” which is emphasized in the advertising as 
“every detail thought out months in advance to make this the ‘perfect’ 
sale from the customers’ point of view.” 

2—“Streamlined Service”—all women’s sale shoes brought from all 


3—“Streamlined Fitting”—through consolidated stocks all sizes are 
grouped on shelves so as to be available immediately. 

4—“Streamlined Markdowns”—by conforming all shoes to a small num- 
ber of sales prices, reductions are far greater than in the past. 

5—“Streamlined Shopping”—on the basis of a one-point concentration 


6—“Streamlined Clearance Prices”—by grouping all shoes into six 
price groups—$2.98, $3.98, $5.35, $6.85, $7.95, $9.85. 











Rising Prices to Touch Off Retail Boom 





Merchandising Executive Advises Michigan Shoe Merchants to 
Buy Early and Mark Up Prices with the Market 


Detroit—The annual Michigan Shoe 
Fair opened Sunday for a three-day 
session at the Hotel Statler, with an 
excellent attendance of both travelers 
and retailers. The keynote of the ses- 
sion was patriotic, with red, white and 
blue decorative scheme. 

The fair opened with a big style 
show on Sunday night in the Hotel 
Statler’s main ballroom. Here again 
the keynote was patriotic—presenta- 
tion of the colors by a troup of Boy 
Scouts, followed by the introduction 
of four girls in drum majorette uni- 
forms who announced the show. The 
models themselves were clad in similar 
red, white and blue costumes. Shoes 
of the same colors were used for the 
opening appearance, with regular sam- 
ples exhibited in the subsequent model- 
ling. 

Entertainment was furnished by 
Dave Diamond, a former shoe man, and 
his orchestra, and by two singers from 
the Civic Opera, Tommy Evans and 
Sally Johnson. The entertainment was 
arranged by Walter Magee, buyer of 
Crowley Milner and Company, and the 
style show by Sam Plotler and S. S. 
Weiss. 

Miss Dorothy Spicer, Detroit News 
fashion columnist, was commentator 
for the Style Show, remarking that 
“the outlook for shoe business here is 
satisfactory. In Detroit, we are getting 
ten times as much in war contracts as 
we rate, in proportion to population. 
In this section at least, women will con- 
tinue to buy quality.” 


Featured in the show was the first 
showing on any runway of the new 
uniforms for canteen and other civilian 
defense women, with shoes to match. 
In this field, the tendency was definitely 
toward lower heels but far from sad- 
dle oxford style. This emphasis on 
uniform shoes showed the seriousness 
with which shoe men here are meeting 
the war situation. A few remoter 
styles were shown, such as rope-soled 
shoes, as now used across the river in 
Canada. 


Tan and brown, and beige and gray 
shades predominated in the show, with 
red outstanding in the brighter shades. 
Especially notable were a number of 
red and white combinations. 


Attendance was good, with 400 at 
the Style Show, and with an unusual 
number of retailers attending from re- 
moter upstate Michigan towns and 
larger numbers from Ontario, Ohio, 
and Indiana. 


A feature of the first day was the 
annual business meeting of the Michi- 
gan Retail Shoe Dealers Association, 
which elected as new directors for 
1942: Joseph Burton, Lansing; Walter 
Magee, Detroit; Burt Pond, Jackson; 
Frank McElroy, Port Huron, and 
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Harry Grandville, Saginaw. Annual 
reports took up the rest of the session 
with other formal action reserved for 
the Board meeting which closed the last 
day. 

On Monday, all shoe men at the con- 
vention were the guests of the exhibit- 
ing travelers at a luncheon in the ball- 
room. On the dais were: Herman 
Meyer, Travelers’ convention co-chair- 
man; Walter Magee, retailers’ co-chair- 
man; J. D. Runkle, vice-president and 
general manager of Crowley Milner 
and Company; Frank. Huetter, travel- 
ers’ president; Richard J. Schmidt, re- 
tailers’ president; L. B. Tobey, secre- 
tary-treasurer, and L. H. Baker, presi- 
dent, of Michigan Shoe Dealers Mutual 
Fire Insurance Co.; Ernest Bradshaw, 
manager of ladies’ shoes department, 
J. L. Hudson Co., and Steven J. Jay, 
vice-president in charge of men’s de- 
partment, R. H. Fyfe and Company. 

Speaker of the day was J. D. Runkle, 
who gave an important, straight-from- 
the-shoulder talk on shoe merchandis- 
ing. Mr. Runkle is vice-president and 
general manager of Crowley Milner 
and Co. He said in part: 

“Before Pearl Harbor, we generally 


had heavy inventories, and were in 
something of a fog with regard to 
Spring sales, and retail merchandising 
generally. Since the attack, we feel 
there is a new boulder placed under our 
inventories, and can be optimistic. 

“The feeling in New York is now 
optimistic over inventories. We antici- 
pate a ten to twenty per cent increase 
in Spring sales volume. The number 
of unit sales will probably be about 
the same, but increased prices will raise 
the dollar volume. 

“Two things always happen in a 
war—and this one should not be any 
different—1, a shortage of supplies; 
and 2, a rise in prices. 

“Leather will not be as short as rub- 
ber. The shoe group need not be as 
worried as some others, because most 
of your supplies come from right 
within this country... 

“In the past Fall, we were much 
worried in Detroit over what the transi- 
tion to defense in the auto industry 
would mean. As it happens, unemploy- 
ment has not yet affected our sales ad- 
versely. The men who are laid off feel 
it is merely temporary, and are still 
spending, and even taking on new 
credit obligations. 

“National income this year is going 
to be higher than anything we have 
ever known, even in 1929. 

“I believe strongly in placing your 
shoe orders early enough, so that the 
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Schuler Heads Northwestern Shoe Group 





Minneapolis Merchant Elected President at 27th Annual 
Convention of Northwestern Shoe Retailers— 
Buying Reported Light 


MINNEAPOLIS, MINN. — Retail shoe 
clerks were the guests of members of 
the Northwestern Shoe Retailers’ Asso- 
ciation here at the Footwear Fashion 
Parade which highlighted the 27th an- 
nual convention of the association at the 
Hotel Radisson, Jan. 11-13. More than 
800 attended the fashion show. 

O. H. Schuler, Minneapolis, was 
elected president of the association, to 
succeed John B. Haraldson, LaCrosse, 
Wis. H. S. McIntyre was reelected sec- 
retary. The new vice-presidents are: 
A. T. Anderson, Detroit Lakes, Minn.; 
A. R. Crohn, Williston, N. D.; L. A. 
Zieske, Huron, S. D., and W. C. Koch 
Osceola, Wis. 

New directors are: John B. Harald- 
son, chairman; Chester Nelson, Hop- 
kins, Minn.; E. C. L’Esperance, Grand 
Forks, N. D.; Harold Webb, Aberdeen, 
S. D., and J. N. Julin, Eau Claire, Wis. 
Plans were laid by the new officers 
for a concerted membership campaign 
to get underway within 90 days. “Be- 
cause of the uncertain days ahead the 
need to work cooperatively is more im- 
portant now than ever before,” Mr. Mc- 
Intyre stated with regard to the pro- 
jected drive. 

Featured speakers at the convention 
were: J. Roy Ozanne, Chicago, nation- 
ally known retail analyst, and Louis F. 


Robinson, secretary of the LaCrosse 
Trust Co., LaCrosse, Wis. Mr. Ozanne 
delivered a special address on “Selling 
to the Shoe Clerks.” R. J. Diekelmann, 
sales manager of the A. H. Weinbren- 
ner Shoe Co., gave an impromptu talk 
at the breakfast which closed the con- 
vention. He explained the effect of the 
war on the current shoe market and 
the pressure upon production facilities 
because of war orders. The rationing 
of tires, he said, will lead to reduced 
usage of automobiles and greater de- 
pendence upon public transportation 
and walking. The result, he said, would 
be increased demand for shoes by the 
public and slowed deliveries to retailers 
unless purchases are made early. 

Convention exhibitors reported 
“spotty” business with many retailers 
who attended conventions in past years 
not present this year. Many of these 
retailers, particularly the smaller ones, 
had bought “heavy” in past months and 
were not in a position to build stocks, 
it was stated. O. R. Helgeson, Devil’s 
Lake, N. D., retailer, was awarded $50 
by the Northwest Footwear Association 
for the slogan “Buy Northwest to Build 
the Northwest; the Twin City Market 
Is the Best.” The retailers will hold 
their next meeting Jan. 3-5, 1943, in 
Minneapolis. 
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generally a brief postcard note grant- 
ing customers an opportunity to make 
selections for a couple of days before 
the newspaper ads appear. Sometimes 
it may be better to have advance proofs 
of the newspaper ad run off for mailing, 
when the variety of items cannot be 
covered on a card. The advance sale 
notice is printed in the margin, usually. 

Having a layout that will win atten- 
tion for your newspaper ad—be sure 
your copy tells and SELLS. Often copy 
consists of a lot of superlatives tossed 
together, with little or no information 
about the shoes. This writer has actu- 
lly had a retailer tell him, “You don’t 
have to see the shoes—just write some- 
thing good and strong.” Here again, it 
is the department store that has the 
best information in ad copy—and really 
INFORMATIVE copy is regularly 
used! This is stressed, because ANY 
store can have informative copy, but 
many seem to think it’s too much 
bother. 


Effective Sale Windows 


Next, windows. Develop the theme 
from the ads—heading, border, layout, 
feature spot—in the displays. And be 
sure the displays are easy to see. That 
the merchandise is grouped, either by 
price, color, or type of shoe. The 
mixed-up window does not help to in- 
crease sales as much as a display in 
which a person can readily compare 
the various shoes available in the par- 
ticular price, color or type in which she 
(or he) is interested. Where circulars 
are used, a further tie-up can be gained 
by using the colors of the circular (such 
as blue on white) for the window. In 
any case, the windows should introduce 
a color effect that is carried out within 
the store. 

In the store, have sale shoes on dis- 
play. Customers may be fitted from 
stock, but samples of sale shoes should 
be out where customers can look about 
for themselves and come to a partial 
decision before the try-on begins. This 
is especially important when customers 
have to wait their turn for service. 
Waiting and selling time are cut down 
considerably also. Many more women 
will stop to look over the open displays 
than will ask someone to show shoes, 
when they happen to “discover” that a 
sale is on, but are not quite sure they 
want to buy. Helps the sales people, 
also. They can get a quick idea of the 
customer’s preferences before bringing 
out lots of shoes. 

Dress’ up the store. It doesn’t cost 
very much to give a festive air to the 
store at sale time, nor does the store 
have to look like a wreck just because 
there is a sale on. Try a few blue and 
white banners, along with attractive 
ine and white showcards and blue and 
white for display racks, tables and 
showcases that you may use—or even 
shelf displays of samples. Surprising, 
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Build Your Clearance Around an Idea 


[CONTINUED FROM PAGE 21] 


also, how decorating the store or de- 
partment in which a sale is being held 
will build up the morale of the sales- 
people. Remember, in a sale, especially 
a clearance, salespeople are called upon 
to keep up enthusiasm over shoes that 
are definitely “old” to them and often 
in broken size ranges that make fitting 
very hard. Customers coming into a 
decorated store are easier to sell, the 
salespeople feel better, with the result 
that more sales are made. 

Another thing that seems to help is 
to place each “extra” under the wing 
of a regular salesman to whom he looks 
for all information, while the regular 
keeps an eye on his assigned extra. 

Try to include more than prices on 
price cards. A short informative mes- 
sage helps selling. On larger cards give 
specific information about the merchan- 
dise—enough so that customers can 
almost wait on themselves up to the 
point of shoe fitting. Whether you use 
racks or tables for sale shoes, tied in 
pairs, depends upon the type of store 
you have. However do not be too sure 
odds and ends displayed on racks or 
tables AT THE START OF THE 
SALE may not be of benefit even in a 
rather high class store. It’s surpris- 
ing how many bargain hunters there 
are among the first or second day cus- 
tomers at sale time. 

Plan a package enclosure if you are 
holding a general sale—one that tells 
other members of the customer’s family 
of the values available. And be sure 
to include a customer reminder in your 
plans—a card or letter sent out after 
the first few days asking them not to 
miss the sale. Cards can be addressed 
ahead, pulled out if the customer comes 
in before the reminder is mailed. An- 
other reminder worth using if you have 
a family shoe store is a note to women 
who buy shoes for themselves to remind 
their men folks that there are some 
fine values for them also. 

Telephone calls and special postcards 
to customers by salespeople are good if 
you have accurate customer records, 
and can tell a person just what you 
have in his or her size. This is espe- 
cially helpful in getting rid of the end 
sizes. Whether you will use car or bus, 
ecards or posters depends upon your 
particular circumstances. For the av- 
erage store they are not very practical, 
because the amount of stock does not 
justify too great a sale budget.- Radio 
also depends upon your own set-up, 
though one-minute spot announcements 
on smaller stations are usually prac- 
tical for most stores. 

One important point is to invite ideas 
from your salespeople. You will find 
this one of the most valuable helps, at 
sale time, and during the regular sea- 
son as well. Not all can be used, but 
all can be considered, and a practical 
plan of remuneration can be worked 
out, based upon the ultimate value of 
the idea. 

















Wouldn't you— 


like to control your 
earning power? 


Wouldn’t you get a lot of satis- 
faction putting everything you 
have into a job, knowing that 
YOU would benefit? 


That’s exactly the way the 
Health Spot Shoe Shop plan 
works. The more you put into 
the job, the more you get out 
of it. 

There is no investment to make, 
no unusual requirements asked. 


The better qualified you are to 
sell and fit shoes properly, mak- 
ing friends as you go along, the 
better is your opportunity to 
make a nice comfortable in- 
come, based on a regular salary 
PLUS a liberal share of the 
profits. 





C. M. Long 
MANAGER 
HEALTH SPOT SHOE SHOP 
1622 HARNEY 
OMAHA 


Mr. Long is a typical Health 
Spot operator who is succeeding 
in a big way. His knowledge, 
experience and ability to make 
friends are his most important 
assets. 


MEN WANTED 


The demand for capable, ex- 
perienced men to operate Health 
Spot Shoe Shops continues to 
grow, particularly in the South 
and Southwest. 


Send for an application blank 
today if this profit-sharing plan 
appeals to you! 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 














PLATFORM 


LIGHTWEIGHT 
WHEELED EXTENSION EDGE 


LIGHTWEIGHT 


# CLOSE TRIMMED EDGE 


U/C SOLE STITCHING 
MACHINE — MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Army Steps Up Service Shoe Purchases 


Order for 2,350,008 Pairs of Service Shoes Largest Since 
1917-18—Contracts to Be Let After January 19 


Boston, Mass. — Contracts to make 
2,350,008 pairs of army service shoes 
will be awarded soon after January 19, 
on which date informal bids on that 
quantity are to be opened at the Boston 
Quartermaster Depot. Included -are 
1,825,008 pairs of a new type of service 
shoe built with an all-leather sole on 
which is to be superimposed a tap of 
black rubber. The remainder—525,000 
pairs—are to be the regular leather- 
soled shoes which have been bought in 
the past. 

While no official explanation has been 
made at the local Army Base, it is gen- 
erally assumed in the trade that this 
new army shoe is either a Lend-Lease 
shoe for use by Russia, perhaps, or that 
it is designed to take the place of the 
hob-nailed field boot issued to the Amer- 
ican Expeditionary Force in the first 
World War for wear while on active 
duty abroad. 

On the regular leather-soled shoes, 
delivery is asked by March 31. Delivery 
of 675,000 of the rubber-tapped shoes 
is asked for by the same date; the bal- 
ance to be delivered not later than 
April 30. An amendment to the facil- 
ities questionnaire accompanying the 
bid invitation makes it obvious that the 
government is willing to consider pay- 
ing a premium for delivery on dates 
earlier than those specified. Bidders 
also are asked to state whether they 
will be able to “make delivery under 
this proposal at a date earlier than 
specified herein,” in their own plant as 
is, in their own plant with additional 
facilities, by sub-contracting, or by a 
combination of their own plant and sub- 
contracting. 

In view of the size of the order to 
be placed, said to be the largest since 
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the days of the first World War, the 
permissible limit to be awarded to any 
one manufacturer, in the case of the 
April 30 deliveries, has been increased 
to 287,502 pairs. On March 31 deliver- 
ies, limits are 131,250 and 168,750 pairs, 
respectively. 

Departing from the established cus- 
tom of requiring all materials to be 
furnished by the contractors, the bid in- 
vitation points out that, in the case of 
the new type shoe, rubber taps will be 
furnished to successful bidders by the 
government, without charge; that 
there will be given out a sufficient num- 
ber to each contractor to take care of 
irrepairable rejects; that any taps used 
by the contractor in excess of his allow- 
ance will be charged to him at prices 
ranging from 16 cents to 19.5 cents per 
pair, depending on the size; and that 
any taps in excess of this allowance 
which are not used by the contractor 
are to be returned to the Quartermaster 
Depot designated by the government. 





To Hold Annual Banquet 


HAGERSTOWN, Mp. — Central Penn- 
sylvania Shoe and Leather Association 
will hold its sixth annual banquet at 
Hotel Hershey, Hershey, Pa., on Fri- 
day, January 23. The program includes 
two prominent speakers: Robert Kaz- 
mayer, radio news commentator and 
lecturer will speak on “The Challenge 
of a Changing World,” and Major 
Joseph W. Byron, Chief of Leather and 
Shoe Division, Office of Production 
Management has chosen as his subject 
“OPM as it relates to the Shoe Indus- 
try.” 

Grant D. Gerberich is chairman of 





the committee for this banquet. Other 
committee members are: Robert C. 


Lang, Earl S. Bachman, Norman 
Badorf, Frank Brawley, Earl Glace, 
Joseph Bradley, George Kreider, W. E. 
Kreider. 


New Directors of 
N.B.S.M.A. Named 


New YorK—At the annual meeting 
of members of the National Boot and 
Shoe Manufacturers Association held at 
the Stevens Hotel, Chicago, Jan. 7, the 
following directors and chairmen of 
standing committees were elected for 
the ensuing year. 

Directors for three years: Sidney J. 
Eisman, Charles Meis Shoe Mfg. Co., 
Cincinnati, Ohio; Newton Elkin, New- 
ton Elkin Shoe Co., Philadelphia, Pa.; 
R. P. Hazzard, Jr., R. P. Hazzard Com- 
pany, Augusta, Me.; E. C. Huth, Huth 
& James Shoe Co., Milwaukee, Wis.; 
W. E. Kreider, W. L. Kreider Sons Mfg. 
Co., Inc., Palmyra, Pa.; George Miller, 
I. Miller & Sons, Inc., Long Island City, 
N. Y.; G. E. Musebeck, Musebeck Shoe 
Co., Danville, Ill.; L. J. O’Neill, Rice- 
O'Neill Shoe Co., St. Louis, Mo.; H. M. 
Read, Gregory & Read Company, Lynn, 
Mass.; L. B. Sheppard, The Hanover 
Shoe, Inc., Hanover, Pa.; and J. F. 
Teeple, Teeple Shoe Company, Waupun, 
Wis. 

Director for one year to fill vacancy: 
J. L. Moran, Moran Shoe Co., Carlyle, 
Til. 

Chairmen Standing Committees: 
Style, George Miller, I. Miller & Sons, 
Inc., Long Island City, N. Y.; Trade 
Relations, J. R. Sweasy, Red Wing Shoe 
Company, Red Wing, Minn.; Member- 
ship, H. N. Lape, The Julian & Kokenge 
Co., Columbus, Ohio; Legislation, Fred- 
erick A. Miller, The H. C. Godman Com- 
pany, Columbus, Ohio, and Resolutions, 
Roger A. Selby, The Selby Shoe Com- 
pany, Portsmouth, Ohio. 








Newly-Remodeled Chicago Shoe Salon 


A corner of the distinctive Joseph Shoe Salon at 544 North Michigan Avenue. 


Cuicaco, Int.—The new Michigan 
Avenue salon, one of five Joseph Shoe 
Salons in Chicago and its suburbs, was 
recently reopened to the public follow- 
ing remodeling and enlarging. 

The new salon is now three times its 
former size and has been completely 
redecorated. A new front of black 
Belgian marble, framing tempered 
glass doors and windows has been in- 
stalled. To the interior has been added 
a mezzanine devoted entirely to a cus- 
tom shoe devartment with a stairway 


of Lucite and dull nickel silver leading 
up to the mezzanine. Two floor-to-ceil- 
ing mirrors are placed on opposite 
walls of the salon and smaller mir- 
rored panels in light oak frames are 
used in various locations about the 
rest of the wall space. 

In the center of the room, a tall 
pillar rises into a plastered dome, with 
indirect lighting originating from the 
dome. A striking color pattern has 
been achieved with the chairs and set- 
tees upholstered in watermelon red, in 
a creamy beige and in a pastel green. 





Officers Elected 
At Travelers’ Meeting 


New YorK—Boot and Shoe Travel- 
ers’ Association of New York held its 
annual meeting recently at the Hotel 
McAlpin. N. J. McManus, of Dr. Locke 
Shoes, was elected president; Robert 
Fredericks, of Fredericks-Speier Foot- 
wear, first vice-president; William 
Bressler, Keith, Keith & McCain, Inc., 
second vice-president; Charles Hav- 
ranck, Swan Shoe Company, secretary; 
Ed Brown, Creative Footwear, assis- 
tant secretary. 

Directors elected for three years 
were as follows: Thomas England, Lar- 
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rie Sass, Joe Schmidt, Glen Van Meter, 
William Monsees and Robert Emmett. 

A donation of $150, raised from 
among those attending the meeting, 
was contributed to the Red Cross. A 
plan was made to purchase between 
$1,000 and $1,500 worth of defense 
bonds. 

It was decided that a legislative com- 
mittee should be formed to protest any 
moves which might lead to standardiza- 
tion of shoes, such as that proposed by 
Bernard Baruch. 


Leases New Department 
CoLorapo SPRINGS, CoLo.—Ed Obele, 


who for the past year leased the shoe 
department at Neufeld’s, women’s ap- 
parel store, has leased a new depart- 
ment in the Kaufman Department 
Store. The department opened on Janu- 
ary 12. For two years previous to his 
taking over the department at Neu- 
feld’s, Mr. Obele was department man- 
ager at that store. 


Cleveland to Offer Course 
In Shoe Retailing 


CLEVELAND, OHIO—A 10-week educa- 
tional course in Shoe Retailing will be 
offered te shoe men of this area start- 
ing Jan. 27. The course is being jointly 
sponsored by the Cleveland Public 
Schools and the Retail Merchants 
Board, and is backed by member stores 
of the latter organization. R. J. 
Spaulding, Supervisor of Distributive 
Education, Cleveland Public Schools, is 
in direct charge. 

This is the first time that a course 
in shoe retailing has ever been given 
in Cleveland. A large registration of 
shoe men is expected. 

The instructor selected for the course 
is Wilson B. Fiske, who has been Cleve- 
land editorial representative of the 
Boot AND SHOE RECORDER for the past 
14 years. Mr. Fiske also represents 
several other merchandising publica- 
tions as well as the Universal Trade 
Press Syndicate, and is an instructor at 
Fenn College. He is a graduate of 
Colgate University, and his outside ex- 
perience includes seven years with The 
Bradstreet Co. 

The course in shoe retailing is de- 
signed to cover the fundamental re- 
quirements for the successful selling of 
footwear. This embraces a study of the 
product, of the customer, and of the 
interlinking. bridge of salesmanship. 
Discussions will be informal and au- 
thorities in the shoe field will be sched- 
uled as special speakers. 

Classes will be held at the Mid-Day 
Club every Tuesday night from 6.30 
to 8.30 P. M. The tuition charge is 
nominal. 


Children’s Firm 
Steps Up Production 


RocHester, N. Y.— Improved busi- 
ness for William Heiber & Son, manu- 
facturers of turn and pre-welt shoes for 
infants and children, has necessitated its 
removal from the four-story building at 
444 Central Avenue to a larger plant 
at 101 Berlin Street. 

The output is to be increased from 
3000 to 4000 pairs daily. Not only is 
the new plant located in a section 
where a large number of shoe workers 
live, but it is so arranged that all of 
the departments will hereafter be on 
the same floor. 

William Heiber, father of William 
G. Heiber, the present owner, establish- 
ed the business in 1906 and during the 
intervening 36 years it has grown 
pr ig until the old quarters were too 
small. 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 24] 


We like the strength of Dr. Galbraith’s final state- 


ment: 


‘ou will assume it 

The shoe industry is in a new position, the like of 
which defies prediction. It is our sincere and earnest 
hope that we won’t continue to shuffle along an aimless 
path, each in his own niche, “cabined and confined” 
to the dollar intake of the day. We hope within the 
industry there will, ere long, emerge men who can think 
in strong and broad terms as to just what we have to 
make and sell—and the responsibility of our service 
at the fitting stool. 


We had the benefit of vigorous and forward-thinking 
minds in the last war. Such men as Charles H. Jones, 
Milton Florsheim, Andrew C. McGowin, John C. Mc- 
Keon. Their voices and others were heard in meetings 
and in print to the end that there might be a unity of 
action as well as thinking. 

The time is drawing near for some declaration of the 
part that shoes can play in the service of a nation where 
the strength and usefulness of every man, woman and 
child is a necessary component of victory. 


Spring Styles Ready for Action 


[CONTINUED FROM PAGE 17] 


has real possibilities this year. White with tan will, of 
course, be the Summer volume spectator shoe. 

The ultra-feminine trend is also strong in pumps. Open 
backs, open toes; fluffy rosettes, scrolls, flowers, as 
ornaments; all make the pump as dressy as the most 
feminine of the sandals. 

Black, navy, tan, beige and red . . . these are the colors 
you can count on for Spring and Summer. And to these, 
of course, your important all-white and white-with 
color group and you are covered for the months to come. 
Red is supplemented by brilliant green and royal blue 

. . not a purple blue, by the way. But green and blue 
are extra colors and red is rapidly becoming a basic 
color. NOT the off-reds, like the fuchsia shown on the 
Style Show runway at the Chicago Fair, but a good, 
clear Flag Red. Other reds are definitely extra, not vol- 
ume, business. Pastels are also expected to do some busi- 
ness in Summer sandals. 

Leathers and materials run about as expected. Gab- 
ardine has come up to a strong position for early Spring 
shoes. The manufacturers who found gabardine moving 
slowly in the first showing now report a very good 
gabardine season. Calf, kid, patent leather, some suedes, 
are all in about the expected proportions. 


January 17, 1942 





WRITE OR WIRE TODAY! For detaiis ¢ 


and Volume-Powered Sales Plan that’s Zooming 
rider ' 


ut the Natio 


Dealers Thre 
NASHVILLE, TENN 
Div of General 
Shoe Corporation 


35 


| 
Profits for Sky sughc 


KB 





_ Where 
To Buy 
y 


ee Oe 


Moccasins 


re OF er eee ow 


MOC-ABOUTS 


Reg. U. 8. Pat. Of. 
in Stock For 
™ and 














Oe 6, Ee 


Bowling Shoes 


OO 


PROFESSIONAL 
BOWLING SHOES 
pens ates 
$4.50 


BROOKS Shut MFG. CO. 
58th & Market Sts., Philadelphia 








Winter Weather Clears 
Out Rubber Stocks 


MILWAUKEE, Wis.—A _ severe New 
Year’s Day blizzard followed by the 
most extreme sub-zero weather in 
years, combined to flood local shoe 
dealers with an unprecedented demand 
for rubber overshoes as well as heavy 
footwear. 

Practically all retail stores along the 
avenue, including Chandler’s Boot 
Shop, Burt’s Shoe Store, Maling Bros. 
and the S. J. Brouwer Shoe Co., have 
been using display racks in their en- 
trances outside their doors to show six 
to a dozen different models of overshoes. 

Ed. Schuster & Co., operating three 
local department stores, is using large 
space newspaper advertising to call 
attention to its “Stormy Weather Foot- 
wear For the Entire Family.” 

With illustrations of more than a 
dozen different styles, each price 
marked, copy declared: “Practically 
every kind of Storm Tamer you’ve ever 
seen—in our Shoe Shop . . . from Dad’s 
be-buckled favorites, to the cowboy 
boots the campus is a-dither over. 
Styles—dozens of them—to fit even the 
most temperamental shoes. At our 
usual purse-easy prices!” 

So heavy has the demand been, fol- 
lowing the season’s worst weather, that 
dealers wh til now had’ been pessi- 
mistic as caliiceapocts for a decent win- 
ter business because of much mild 
weather, were finding their stocks be- 
coming exhausted. 
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Buffalo Retailers Name 


1942 Officers 


BurraLo, N. Y.—Officers and direc- 
tors of the Greater Buffalo Shoe Retail- 
ers Association and Affiliated Shoe 
Trades were elected Wednesday eve- 
ning, Jan. 7. In spite of the cold 
weather a large crowd turned out and 
after the election, open house was held 
and a fine lunch was served with sev- 
eral new members inducted. The big 
upset was the office of secretary. There 
were two in the field for the office when 
Oliver LaReau, the present secretary, 
was drafted, and received a three to one 
vote over the others. 

Officers elected were: President, 
Fred Manning; vice-president, George 
Cooke; treasurer, George L. Seifert; 
financial secretary, Harry J. Deters; 
secretary, Oliver LaReau; and attorney, 
Carl Hoffman. 

Directors named were: Michael San- 
tercole, Benjamin Etkin, Charles W. 
Reis, Robert Smith, Clarence Lanich, 
Alfred Balduf, Robert L. Holmes, Her- 
man Meyer, Carl P. Sickler and Benja- 
min Thome. County directors: Frank 
Panzica and Claude Keebler, both of 
Lancaster, N. Y. 


Speaker to Give Far East 
Picture at Shoe Club Meeting 


Boston, Mass.—The 305th dinner- 
meeting of the Boston Boot and Shoe 
Club will be held on Wednesday, Jan. 
21, at the State Suite in the Copley 
Plaza Hotel, Boston. The guest speaker 
will be Robert Norton, noted writer, 
lecturer and commentator, who will in- 
terpet just what “War in the Far East” 
means and is going to mean to America. 
President of the club, Francis C. Dono- 
van, prominent Boston leather mer- 
chant, will preside at this meeting and 
will serve as toastmaster. 

An informative program is planned 
for this meeting, as Mr. Norton is an 
authority on this subject having trav- 
eled in the Far East for many years, 
according to Maxwell Field, secretary 





Dates to Remember 


Annual Convention Middle Atlantic 
Shoe Retailers 


jamin Hotel, 

phia,Pa. January 18, 19, 20, 1942 
Buffalo Shoe Show, Hotel Statler, 

Buffalo, N. Y. January 18, 19, 1942 
Southern Shoe Exposition, Roose- 

velt Hotel, New Orleans, La. 

January 18, 19, 20, 1942 

Annual Dinner and Get-Acquainted 

Night, Greater Buffalo Shoe Re- 

tailers Association 


January 19, 1942 
Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, New York 
City. May 4, 5, 6, 7, 1942 
Central States Shoe Fair, Hotel 
Morrison, Chicago, IIl. 
May 17, 18, 19, 20, 1942 
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of the club, and members and guests 
are assured a most pleasurable evening. 
A reception and cocktail hour will be 
held at six, and a chicken dinner will 
be served at 6.30 P. M. 

Any member of the New England in- 
dustry who would like to attend this 
meeting and hear Robert Norton speak, 
will be welcome. Requests for tickets 
should be addressed to the secretary at 
210 Lincoln Street, Boston. 


Louisville Store Celebrates 
50th Anniversary 


LOUISVILLE, Ky. — The Boston Shoe 
Co., Louisville, originally founded by 
J. C. Fedler, Sr., in 1892, is celebrating 
its 50th year, with a Golden Jubilee 
sale from Jan. 1-25, during which period 
customers are given free ten per cent 
of all purchases, in defense stamps. 

The company has always been a lead- 
ing Fourth Avenue shoe store, handling 
men’s, women’s and children’s shoes. 
J. C. Fedler, Sr., died some years ago, 
but the business has been carried on 
by his son, J. C. Fedler, Jr., and grand- 
son, J. C. Fedler, III, and has main- 
tained its position as one of Louisville’s 
largest and finest stores handling 
shoes. 

At various times the company has 
handled ready-to-wear, millinery, etc., 
but such ventures generally did not 
prove profitable, and today it is featur- 
ing only shoes. 
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Merchandising to Sell Men’s Quality Shoes 


[CONTINUED FROM PAGE 19] 


selection within his selected price range. 
In other single unit displays, mostly in 
specially-lighted alcoves, only one or 
two pairs will be placed at a time, with 
baby spotlights used to dramatize the 
display. This latter method is espe- 
cially effective with the quality lines, 
while the display of several pairs in the 
larger cases shows the width of choice 
on these lines, 

The department normally has.a win- 
dow display, with the location moved 
frequently to allow a more flexible ap- 
peal to a wider flow of street traffic, in 
accordance with store policy. Each win- 
dow is devoted to one unified theme— 
such as a black or a tan display. Usual- 
ly one price line at a time is shown, 
and a single price card serves for the 
window—not individual price tags. Ef- 
fective accessories from other store de- 
partments are used in the displays. 

Advertising on the quality lines is 
run about once a week in the local news- 
papers, with size varying. Advertising 
stresses the name of the shoe line— 
either the quality name, or the private 
brand name on the lower-priced lines. 
Occasional ads are devoted to one type 
of shoe alone, in various price ranges, 
giving a dramatic emphasis to the de- 
partment’s ability to fit every customer’s 
pocketbook. An especially effective in- 
sertion occasionally used has the com- 
plete price range with large cuts of 
each shoe in the “Hudson Shoe Family.” 

Radio advertising is used frequently. 
This is part of the daily Hudson Hour 
on local stations, with talks of approxi- 
mately one minute devoted to the shoe 
department. This is made especially 
effective in this brief time by concen- 
trating upon one style point and one 
price. The idea here is largely to build 
attention on the line name, because of 
the importance of auditory sales appeal. 

During slack times, the salesmen are 
encouraged to use the store telephone 
to call their own customers. Each man 
has voluntarily compiled a notebook 
record of his good customers and uses 
this for special individual promotion. 
Experience shows that about one out 
of five such calls, carefully selected and 
timed, results in a successful contact. 

The real batkbone of the department’s 
merchandising appears to be a card 
index of 50,000 active names. There is 
a department rule that a 3 x 5 inch 
card must be made out for every cus- 
tomer before shoes are wrapped; in 
those few cases where customers ob- 
ject, clerks are instructed to secure the 
customer’s O. K. on the non-listing, to 
make sure that salesmen do not neglect 
to make out the records. The cards are 
made out with name, address, phone 
number and date; stock number, size, 
price and salesmen’s name on each 
purchase. 

If a custemer has previously pur- 
chased shoes in the same price range, 
the new information is posted on the 
old card and the new one. is destroyed. 
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However, a separate card is made out 
for each customer in each price line so 
that a customer shifting from Super- 
Sixes to Strate-Eights will be repre- 
sented by two different cards. 

This card index with its large sales 
volume record, is used for a mailing 
list. Spring and Fall style announce- 
ments, circulars imprinted with the 
store name and prepared by the manu- 
facturer, are sent to customer's on the 
proper lists. 

The index system is used also by the 
men’s clothing department for special 
mailings in their own lines. Another 
important use has been for women and 
others coming in to buy shoes or slip- 
pers for their male friends and rela- 
tives, who have thus been able to find 
the proper size quickly. 

The mail order department is very 
important here, and the card index list 
has proved its value in this connection 
as well. Sizes are readily available, and 
special mailing lists can be compiled by 
type of sale or geographically. Hud- 
son’s ships shoes by mail to all parts of 
the country—and occasionally abroad 
—and has an extremely important up- 
state mailing list of customers who do 
much of their shopping by mail. 

Sales on the quality lines are held 
only once a year, in September, in the 
Anniversary Sales, when each line is 
put on sale, in succession, for two weeks. 

Hudson’s has a clientele that makes 
it possible to “trade up” a customer over 
a period of time. Repeat business has 
further facilitated this, with the Matrix 
line the outstanding repeat success of 
the department. Customers re-order 
frequently in a slightly different style, 
but in the same type of shoe. The meth- 
od used is to show customers each time 
the points of the shoe in the next price 
line in a logical comparative fashion, 
without high pressure. And it works! 

Maintaining a stock 98 per cent com- 
plete at all times is essential to this 
repeat business on all staple lines. 
Weekly inventory is taken to maintain 
stock in this condition. Quick re-stock- 
ing through the in-stock system of the 
lines carried makes this possible. 

Tendency is to stock sizes up to 14E 
in style lines as well as to some extent 
in staples. Check of customers shows 
that these larger sizes are in greatest 
demand by college and younger men, 
while older men want the more con- 
servative styles, and have smaller feet. 
This tendency may be caused either by 
larger feet on young America today, or 


by better fitting of children now than 


20 years ago, with resultant better feet 
when they reach college age. No extra 
price is added for the larger sizes, de- 
spite increased manufacturers’ billing. 
Thus this service has been building 
much good will among families and 
fraternity brothers of youngsters with 
big feet—and it means increased sales 
in other sizes. 

Careful record of all sales is made by 
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GET YOUR COPY 


of the new FLEXNAP Sales Pro- 
motion Book. It’s chock full of 
facts and pictures showing how 
the country’s leading shoe mer- 
chandisers are building increased 
volume and profits with the extra 


selling points that FLEXNAP 





lining gives their shoes. 
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Mr. Mitmesser, who can show how 
various styles have done for several 
years back. By more detailed work, it 
is possible to prepare a report from 
these records showing how these styles 
have spread over the various sizes. This 
information is obviously of great value 
as a buying guide. 

Related items, especially findings, are 
important here. The same careful study 
of new items that is given shoes is given 
to polishes, for instance. Each new 
one is tested before it is sold to make 
such it is not harmful to the specified 
types of leathers. Result is that sales- 
men know each new item and with con- 
fidence can suggest selling for each 
type of shoe purchased. About 30 per 
cent of all shoe sales include polishes 
or other findings. 


Named Children’s 
Department Manager 
JACKSONVILLE, FLA.—Miss Gail John- 
son has been appointed manager of the 
children’s shoe department at Cohen 
Brothers, here. Miss Johnson has had 
fifteen years’ experience in fitting chil- 
dren’s shoes, a good part of which time 
was spent with Burdine’s in Miami. 


Colorful Shoes in 


Southern Picture 

MIAMI, FLA.—With the opening of 
the 1942 resort season Burdine’s in- 
troduces an entirely new and exclusive 
line of original sunshine fashions in 
shoes. This is in line with their estab- 
lished policy of many years standing, 
and each season finds something new. 

This season they are featuring “Cari- 
Chic” colors in sandals of kidskin. The 
gay colors include Conchita blue, Samba 
yellow, Miranda Pink and Plantain 
green. The sandal is a foot flattering 
clog, with tall clog heels and graceful 
rocker soles, of soft tissue kidskin. 


November Production Up 
13.7 Per Cent Over Last Year 


WASHINGTON, D. C.—November pro- 
duction of footwear amounted to 34,- 
701,613 pairs in 1941, representing a 
decrease of 24 per cent from the pre- 
ceding month but an increase of 13.7 
per cent over November, 1940, accord- 
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ing to the latest figures released by the 
Bureau of the Census. 

Government dress type shoes 
amounted to 386,064 pairs in Novem- 
ber, 1941, an increase of 212,410 pairs 
over October; work type shoes totaled 
783,573 pairs, a decrease of 516,990 
pairs from the preceding month. 

Men’s dress shoes totaled 6,930,775 
pairs, a decrease of 1,786,300 pairs 
from October, and men’s work shoes, 
2,690,559 pairs, a decrease of 514,628. 

Women’s shoes showed a decrease 
of 4,818,289 pairs from the 14,614,984 
pairs produced in October. 

Youths’ and boys’ shoes showed a 
decrease of 538,234 pairs; misses’ and 
children’s shoes, a decrease of 875,097 
pairs, and infants’ 401,990 pairs. 

In the 11-month period, January to 
November inclusive, this year, in- 
creases were shown in all lines of foot- 
wear over the same period in 1940 
as follows: Men’s dress shoes, 20.7 per 
cent; men’s work shoes, 9.6 per cent; 
women’s shoes, 19.4 per cent; youths’ 
and boys’ shoes, 26.1 per cent; misses’ 
and children’s shoes, 17.3 per cent, and 
infants’ shoes, 27.1 per cent. 


Big Gains Reported 
In Ski Boot Sales 


Boston, Mass. —Independent shoe 
stores in Boston’s suburbs and nearby 
industrial towns report increases of as 
much as 30 per cent in their 1942 sales 
of ski boots. Prior to Christmas, sales 
showed little if any increase over the 
1940 figures, but, with the first storm 
of the new year, the demand stepped up 
rapidly and is continuing at an in- 
creased pace. 

At least a part of the total increase 
is due to the fact that this is the first 
year that some of the stores queried 
have handled ski boots. Five dollars, 
they report, is_the price the average 
customer has in mind, although real 
devotees of the sport buy much higher 
grades. 

Looking forward to Spring, many re- 
ported they expect to do a large busi- 
ness in saddle-type sport shoes in brown 
and white and black and white with 
rubber soles as well as leather. At least 
some of their requirements in this type 
of shoe already are in the store stock, 
having been carried over from last year. 
Nearly all predict that the gradually 
waning use of the family automobile 
will prove a factor in bringing them 
more business during 1942 than during 
the year ended. 


Rochester Shoe Club 
Elects Officers 


ROCHESTER, N. Y. — Designed to 
create new enthusiasm for Rochester 
as a quality shoe manufacturing center, 
the Rochester Shoe and Leather Club, 
which has just elected officers at its 
annual meeting, will institute a cam- 
paign to bring new factories to the 
“City of Quality Shoes.” 

Committees will be named for this 
major purpose, it is announced by 
Frank E. Eichorn, who has just been — 
re-elected to head the club. Other of- 
ficers are: Vice-President, Walter D. 
Mura; Financial Secretaries, C. James 
Gibbons and C. Roy Fisher; Recording 
Secretary, Edward L. Kimball; Trea- 
surer, Chester L. Lerkins, and Sergeant- 
at-Arms, Frank Ehrne. 

Members of the executive committee 
are Raymond Pfeiffer, chairman, Daniel 
Zeitler, C. James Gibbons, George Crom- 
bach and C. Roy Fisher. 

Full support of the government, 
financially and morally, in all defense 
efforts was pledged by the club, which 
authorized the purchase of Defense 
Bonds through transfer of other funds 
from its treasury and devoting them 
to this purpose. 


Gives Defense Stamps 


MiaMi BeacH, Fia.—v., S. defense 
saving stamps are being given with 
every shoe purchase at Jay’s Shoes, 
Inc., 1149 Washington Avenue. Ten 
per cent of the purchase price of each 
pair of shoes is returned in the form 
of Defense Savings Stamps. 
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Shoe Man Named 
City Manager 


Boston, Mass.—John B. Atkinson, 
head of the Atkinson Shoe Corporation, 
well-known shoe wholesalers of this 
city, has been appointed city manager 
of Cambridge, Mass., which, at its last 
municipal election voted to change its 
form of government. 

Prior to the invasion of Czechoslo- 
vakia, Mr. Atkinson acted as American 
sales agent for the Bata Shoe Company 
of that country. Later he acted in a 
similar capacity for the Bata company, 
which was set up with headquarters 
near Baltimore; and more recently he 
has been agent for the Canadian Bata 
company. 

In addition to his prominence in the 
shoe industry, Mr. Atkinson, now hold- 
ing public office for the first time, is 
well known in military circles, having 
served as a major in the motor corps 
of the Yankee Division during the first 
World War, and later as a colonel in 
the National Guard and as a member of 
the staff of former Governor Joseph B. 
Ely. Mr. Atkinson intimated in a news- 
paper interview that he will withdraw 
from all other business connections, 
making his new city-managerial work a 
full-time job. 


Greene Leases Shoe 
Department 


Rome, Ga.—Max H. Greene, manager 
of the Vogue shoe department for many 
years, has bought the shoe stock there, 
and will operate it as a leased depart- 


ment. He has been in the shoe business 
for seventeen years, selling women’s 
shoes, for the most part. 

This department has been in the city 
four years. It is well-known in North 
Georgia. The stock will be increased 
about fifty per cent to provide a com- 
plete stock. 


Nashville Firm 
Opens New Store 


NASHVILLE, TENN. — Bell’s Booteries 
has opened a new and greatiy improved 
women’s and children’s shoe store at 
708 Church St. Green Tennessee marble, 
bronze, and an all-glass entrance door 
make the new shop one of the most at- 
tractive in the South. 

Comfortable chairs and handsome 
carpeting carry out the suggestion of 
luxury inside the store. Shadow boxes 
are prominent features of the interior 
display. The store lighting is fluo- 
rescent. 

Bell’s Booteries opened in this city 
at 504 Church Street, 20 years ago. 
John P. Bell, president of the concern, 
is a well-known figure in shoe circles. 
P. E. Brown, buyer and sales manager, 
has been associated with Mr. Bell dur- 
ing his entire business career. The 
Nashville store has two assistant man- 
agers—Charles Johnson and John Wat- 
ters. Landon A. Scarborough heads 
the children’s department, Mrs. Chris- 
tine Fletcher the hosiery department, 
Miss Ruth Oglesby the bag department, 
and Rhue R. Roberts is secretary and 
treasurer. 





New St. Louis 


Sample Room 





An X-Ray Shoe Fitter in your 
store or department performs 
a wide variety of ‘sales duties” 
... yet never draws a pay check. 

For example, it speeds up 
fitting procedure, even on 
busy days... enables you to 
serve more customers. It 
creates more confidence in 
your fitting service, your ex- 
pert shoemanship, in a few 
seconds, than thousands of 
words of sales talk. It lets cus- 
tomers see how their shoes fit, 
reveals defects in fit instantly, 
confirms correct fit just as 
quickly. It is the one fitting aid 
that parents trust to fit their 
children's shoes correctly. 


Why not add this Extra Salesman 
to your staff, now, 
when experienced 
sales-help is hard to 
...without increas- 





No Added Investment! 
An X-Ray Shoe Fitter need not 
ls your “I d Capital” 
| one cent. Just buy it "Out-of-In- 
ventory” on our liberal E-x- 
t-e-n-d-e-d Terms. 





SHOE FITTER Jac. 





3533 NORTH PALMER STREET 
. WISCONSIN 


F. J. Grindler, merchandise manager; Roy S$. Harston, general manager, and Ed. 

Ruthsatz, stylist, above, left to right, of the Forest Park Division of the Brown Shoe | 

Company, St. Léuls, lay out plans for their new Spring line in the new sample room 
of the company, in this city. 


MILWAUKEE 
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MEN'S & BOYS’ WORK SHOES 


Sfx 
Honest Vaine 
In Beery Pot 


ROBERTS-HART, INC. 
KEENE. N. H. 





Women's Shoes 
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QUALITY 
WOMEN'S SHOE JOBS 
FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St., New York City 
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Moccasins 
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TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 


+ 
IN-STOCK 
SEND 
FOR CATALOG 
SACO-MOC SHOE CORP."oETt ano 





New York Office—Room 430 Marbridge Bidg. 





Stores Report Heavy 
Rubber Sales 


SPRINGFIELD, OH10—Local retail shoe 
stores report the biggest late December 
and early January sales of rubbers, 
galoshes and rubber boots in years, de- 
spite the fact that little snow has fallen 
here yet this winter. 

Origin of the sales boom is definitely 
in the much-publicized rubber shortage, 
since local retailers have refrained 
from “scare” advertising of rubber 
overshoes despite the fact that® they 
have ample stocks on hand. 

All the retailers contacted reported 
that they are working out “tie-in” shoe 
sales plans as customers flock into 
stores to buy overshoes. 
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F. A. Huetter Named 
Michigan Travelers’ Head 


Detroit, MicH.—The annual business 
meeting of the Michigan Shoe Travelers 
Club was held Jan. 10 at the Michigan 
Room of the Hotel Statler, as the “open- 
ing gun” of the Michigan Annual Shoe 
Fair. Principal event of the evening 
was election of officers, with most of 
the officers re-elected. Men who will 
lead the Michigan Travelers for 1942 
are as follows: 


FRANK A. HUETTER 


President, Frank A. Huetter, Conrad 
Shoe Company; vice-president, S. S. 
Weiss, Converse Rubber Co.; secretary, 
Moe Cantor, Simplex Shoe Company, 
and treasurer, E. O. Jensen, Nu-Way 
Shoe Company. 

Elected to the Board of Directors for 
three years were: I. Warshawsky, U. S. 
Rubber Company; George H. Lawson, 
Dodson-Fisher Company, and Harold 
Broadwell, J. S. P. Shoe Company. 
Charles Harris, of the Hood Rubber 
Company, was elected chairman of the 
Board for one year, and E. C. Arm- 
strong, Williams Shoe Manufacturing 
Company, was appointed to the Board 
for two years to fill a vacancy. 

Inauguration of officers is slated for 
a party to be held in two weeks, to be 
attended by members and their wives. 

An event of the evening was the rais- 
ing of a special fund by those present 
which donated to the. American Red 
Cross. A stag party followed the busi- 
ness session, with open house held for 
all exhibitors, traveling men and shoe 
retailers who were in town at the time 
for the annual show. Buffet supper was 
served with refreshments, under the 
supervision of the entertainment com- 
mittee including Dave Brown, chair- 
man, I. Warshawsky and Bruce Dick- 
man. A songfest was led by Sol 
Abrams. Harry Salinger, of the Blum 
Shoe Manufacturing Company, was 
voted the dean of travelers attending. 

Mitchell Ettman, head of Mitchell 
Ettman, Inc., N. Y., was among the 
noted guests present, and donated two 
boxes of cigars for the entertainment 
of the crowd. 


New “Drive In” Store 
Opened on Coast 


Los ANGELES, CALIF.—Jay’s Shoes, 
Inc., has been opened in the Gilmore 
Village Stores section, near the corner 
of Third and Fairfax, by Jack Orlikoff, 
proprietor. Orlikoff is well known to 
the shoe trade through his 12 years’ 
connection with the J. L. Brandise Co. 
department store in Omaha, Neb., where 
he served as shoe buyer. 

This new store is unique in many re- 
spects. It is located on the Farmers’ 
Market sector, a place which does $3,- 
500,000 business annually in food stuffs 
to the automobile trade exclusively. 
The site is within a block of the Metro- 
politan Life Co.’s $10,000,000 housing 
project for the better class of homes. 

Orlikoff’s new venture is one of the 
first “Drive In” complete shoe stores. 
Both sides of the store faces ample 
parking space for hundreds of cars, a 
fact which is being utilized by many 
persons who desire to avoid congested 
parking problems when _ shopping. 
Nearby stores in the Village cater to 
the needs of the better class of trade 
in many kinds of wearing apparel and 
sundry lines. Shoe stock in the Jay’s 
store comprises a complete line of foot- 
wear for children plus sport and slack 
shoes for men and women. The light 
airy store with its considerable amount 
of window space is enjoying a fine open- 
ing business. 


Specialty Firm Moves 
To Larger Quarters 


PHILADELPHIA, Pa.—In their new 
plant at 418 Cherry Street, this city, 
into which they moved early in the 
present month the specialty manufac- 
turing firm of Louis Schwartz & Sons, 
Inc., have three times the floor space 
of the former one. As a result of this 
they anticipate being in a position to 
take care of a great deal of business 
they were formerly compelled to de- 
cline. 

The products of the firm, including 
hand-sewn moccasins, ice and roller 
skating shoes, bowling and baseball 
shoes as well as other athletic footwear, 
has shown continuing increases in vol- 
ume, to a point where previous facilities 
were entirely inadequate to handle it. 


Shows Line of Wooden Clogs 


New York—Fred Ullman, Inc., well- 
known as the creator of many original 
shoe patterns, has brought out a novel- 
ty line of rocker bottom wooden soled 
shoes for women, which was introduced 
at the Shoe Fair in Chicago. These 
shoes have a wooden rocker bottom with 
a light leather top sole. They are san- 
dal types with very gay uppers in a 
variety of treatments and are mare on 
both low and high heels. Mr. Ullman 
considers them a partial solution to 
the problem which might arise in case 
of a shortage of sole leather. 
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For Day-to-Day Clearance 


This little department at the C. M. Stendal store is located in the basement. Odd 
shoes are moved out daily instead of being kept in stock for the regular clearance 
sales. 


MINNEAPOLIS, MINN.—An especially 
effective innovation at the C. M. Sten- 
dal shoe store here is the “Save $2 De- 
partment” inaugurated early this 
Winter. 

This department provides, a new 
method of continual day-to-day clear- 
ance of shoes. The department is lo- 
cated in a basement corner approxi- 
mately 12 by 15 feet in size and is 
boxed off from the rest of the base- 
ment. Shoes in broken sizes, etc., which 
ordinarily would have to be kept in 


stock for a later clearance find an ex- 
cellent outlet through the new depart- 
ment. 

Large signs above the department 
state “Find Your Size and Save $2.” 
The shoes are mounted on slanting 
shelves. There are approximately 50 
feet of shelving making room for some 
750 shoes. Only the right shoe of a 
pair is shown. Signs inside the depart- 
ment state “Sizes are plainly marked 
on bottom of shoes. Deduct $2 from 
price marked on bottom.” The depart- 
ment has fluorescent lighting. 





Obituaries 





Samuel Stephens 


AUBURN, ME. — Samuel Stephens, 
branch manager of Fitz Bros., a divi- 
sion of the United Last Co., well-known 
last maker, died here on Jan, 6. 

He was well-known to all shoe manu- 
facturers through New England. One 
of the pioneers in the last business, he 
made his start with John Pell & Son, a 
branch of the United Last Co., which is 
no longer in existence. Moving to New 
England, he started his own last com- 
pany at Lynn, Mass., under the name 
of Stephens, Hitchings. Other affilia- 
tions followed. Six or seven years ago 
he joined the United Last Co. again. 
About four years ago he became man- 
ager of the Fitz Bros. branch of this 
company. 


J. V. Kane 


BINGHAMTON, N. Y.—Jerry V. Kane, 
formerly general manager of the John- 
son City--Binghamtoa factories of the 
Endicott Johnson Corporation, died at 
his home in Johnson City, recently, 
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after an illness of three years. He had 
been associated with the company 45 
years. 

Mr. Kane began his shoemaking 
career with the company in 1906 in 
the finishing room of the Pioneer Fac- 
tory. His aggressiveness and interest 
in the business qualified him for the 
position of foreman, quality man and 
then superintendent of the Boys’ and 
Youths’ Factory in rapid succession. 

From there he went to the post of 
general manager of the company’s fac- 
tories in the two cities. His friendly, 
understanding attitude won him a host 
of friends among workers in the shoe 
factory, as in the shoe trade generally. 





James O. Steele 


BIRMINGHAM, ALA.—James Osborn 
Steele, 59, manager and buyer of the 
shoe department of Pizitz Department 
Store, died recently at his home, here. 

A veteran shoe man of the city, Mr. 
Steele was formerly with H. C. Good- 
man, Columbus, Ohio, and prior to that 
with Hamilton-Brown Shoe Co., Atlanta 
store. 

He is survived by his widow, Mrs. 
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In the last World War the 

fame of KIWI Shoe Polish 
spread over half the world be- 
cause the service men appre- 
ciated its final “inspection” 
finish and quality shine. Today, 
twenty years later, the name of 
KIWI Shoe Polish passes from 
mouth to mouth in America, as 
in Britain and most other coun- 
tries—recommended by one user 
to another as a quality polish 
because it keeps the leather soft 
and supple. 









































LYONS & COMPANY 


122 DUANE ST., N. Y. C. 
OR YOUR LOCAL JOBBER 






















Mamie D. Steele; four brothers, Lee 
Steele, Birmingham; Hubert Steele, 
Boston; Harold Steele, Atlanta, and 
Walter Steele, Ashville, N. C., and two 
sisters, Mrs. Dora E. Miller, Atlanta, 
and Mrs. Ed Sanders, Miami. 

















Two Sons Work for Uncle Sam 


Cuicaco, ILt.—George Ursin, owner 
of the George Ursin & Son Shoe Store 
on West North Avenue has two sons in 
the service. One son, John, is in the 
Signal Corps and another son will be 
leaving shortly for camp. Both sons 
were in business with him. 















Pidgeon Re-elected Shoe 
Merchants Council Head 


ROCHESTER, N. Y.—William Pidgeon, 
a former president of the New York 
State Shoe Retailers Association, has 
been re-elected president of the Roch- 
ester Shoe Merchants Council for the 
coming year. Other officers named were: 
Secretary-Treasurer, Fred L. Meyers; 
Executive Committee, Don J. Burke, 
Neil G. Colvin, T. R. Duffy, Phillip 
Leckinger, Thomas E. Maguire, John 
J. Moore, Madison W. Pierce, Hart H. 
Phelan, Ernest R. Park and John H. 
Schmanke. 

Within a short time committees will 
be named on membership, war prob- 
lems and rubber supplies and prices. 
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Classified and Want Ads 





SALESMEN WANTED 


FOR SALE 


DEPTS. FOR LEASE 








We have an opening for two sales- 
men who are now actively selling 
women’s shoes to carry our line of 
women’s styled corrective shoes that 
retail for four dollars and which is 
backed up with a substantial instock 
Department. Kindly give us detailed 
information regarding yourself, terri- 
tory you are now traveling and type 
of trade you are calling for. 


Address 406, care BOOT & SHOE . <a 
100 East 42nd Street, New York, 











ALESMEN WANTED for all over the 
country for Goodyear Stitched Sandals— 
Ladies’, with wood heels; men’s and boys’ with 
leather heels; retailing $2.50 and $3.00; can 
be side line. Address $400, care Boot & Shoe 
se 100 East 42nd Street, New York, 





POSITION WANTED 


BUYER. MANAGER, 15 years’ experience 

desires position with growing concern or 
shoe department. Address $395, care Boot & 
Shoe Recorder. 100 East 42nd Street, New 
York, N. Y. 








FE, XCEPTIONALLY CAPABLE, fully trained 

Chain operator, Buyer and erchandise 
Man, with 14 years’ experience as successful 
retailer, and same period as merchandise man 
and group supervisor for a Nationally known 
group of Men’s Stores. Can handle every de- 
tail of group or individual operations. Good 
rersonality and high integrity. Prefer con- 
nection with exclusive Men’s outlet. Address 
2401, care Boot & Shoe Recorder, 100 East 
42nd Street. New York, N. Y. 





FOR LEASE 


VERY RELIABLE AND THRIVING 

FLORIDA CHAIN consisting of five very 
modern and up-to-date stores, 100% locations, 
is willing to lease out the Hosiery and Bag con- 
cessions at 8% of the gross business. Address 
$404, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 








CAPITAL TO INVEST 


ILL INVEST $20,000 or more in outright 

purchase or partnershin of retail Shoe Busi- 
ness, Address #405, care Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 





Merchandise and Supplies from 
Ladies Welt Shoe Factory 


ba Caleutta lizard skins; 1400 black; 600 

Snake skins: 

Heavy steel shanks, about pr. suitable for 
almost any last, from 6/8 im ae gels 

Sole leather” box toes, about 60,000 pr. for all kinds 


of 
Welting, “black: vig S x | Anl 
Flat counters, lity ; 


Cutting peartn. oh size 18 x 9: 
Satins, Black and Brown; 
Cloths; 


Sample shoes 5B; several hundred pair on up to date 
lasts and patterns; Corrective styles. 

On display at CHAS. W. STRONSEDG, | ‘<J 
713 to 723 Nostrand Ave., 











MODERN SHOE STORE, excellent location, 

good lease, small stock. Established 35 
years. Address: Box 275, Fairmont, West 
Virginia. 





LINE WANTED 


YOUNG MAN WITH FOURTEEN YEARS 

OF EXPERIENCE in buving and merchan- 
dising Men’s and Women’s Shoes—medium and 
high grade— wants selling job on the road. 
Draft exempt. Willing to work inside until 
trained. Address $402, care Boot & Shoe 
a — 100 East 42nd Street, New York, 








WANTED TO PURCHASE 








SHOE STORES WANTED 
Men’s, women’s, 


A. Ll. BARIS. Pres. 


BARIS SHOE CO., INC. 
79-81 Reade St.. New York 
Onuaual references on request 




















Reappointed Agent 
For Leather Firm 


Boston, Mass.—The firm of F. C. 
Donovan, Inc., of 192 South Street, who 
for a number of years very ably rep- 
resented the many well-known goat and 








A RELIABLE AND THRIVING FLORIDA 

CHAIN, in principal cities, 100% locations; 

modern | stores; new fronts; will lease fully 

di window space, shelving, 

lights and porter service, their Children’s and 

Ss Departments for 12% of gross 

pos Sa Will lease both departments together 

or individually. Address $403, care Boot & 

Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 


WANTED TO PURCHASE 














BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


We buy for cash surplus or complete shoe stocks 
Branded or unbranded. G prices. 
Write, wire or phone. 
BARSH & CEASAR 


19 N. Feurth St. wemnte iguana. Pa. 
Phone Market 











WE BUY 
Entire or jee Wholesale and - 
Stocks. Also randed Shoes such 
Walk-Over, Florsheim, Enna-Jettick, Vital. 
ity, Arch Preserver, Quality, 
tonians, Stetson, Red Cross, Nunn-Bush, Ete. 
IRVIN BUBIN 
“The House of Jobe”’ 

88 Reade Ste Cer. Charch 

Phone Barclay 7-7887. New York Olty 








SELL YOUR SuerEes STOCKS 


KIRSCH-BLACHER CO., 
established 1915 


Visit our new worehouses 


108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 


CASH 


For Entire Stocks or oie ee 
is is a good time to dispose of 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8. Srd St. Philad hia, Pa. 
Phone Lombard ta 2008 























kid lines of Mitchell & Peirson, Inc., 
of Philadelphia, has been reappointed 
their agent for the New England and 
New York State territories, effective 
Jan. 1, 1942. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46-words. 
Classified advertising is payable in advance. 
&& Advertisements for this page must be in our New York Office on Friday of the week preceding publication ® 


per word. Minimum 
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Rising Prices to Set Off 
Retail Boom 


[CONTINUED FROM PAGE 30] 


manufacturer can turn it out without 
being crowded at the last minute. I 
believe in buying freely at the start of 
the season, and tapering off at the end, 
rather than just buying experimentally 
at the start and then increasing the 
order. 

“Have enough confidence in your own 
judgment to buy, after you have made 
your decision. Your peak stock should 
be in before the height of the selling 
season. That is the way to reduce the 
curse of markdowns. High fashion shoes, 
of course, are something different. 

“I strongly. recommend that, in set- 
ting prices, you move up with the mar- 
ket—but at the price of the last de- 
livery of a particular item. Do not 
mark up if you have not actually yet 
paid the higher price on an item. If 
the price change is too great, it will 
be best to average the prices of your 
old and new stock. 

“I believe in merchandising by types 
—pumps, stepins, oxfords, etc. Type is 
more important than merchandising by 
styles. 

“Next in importance is merchandis- 
ing by materials, as gabardines, then 
by sizes, and last by prices. Use these 
four factors to decide how to divide 
up your purchases.” 

Following the principal speaker, a 
Retail Forum was held, with Jay Brad- 
shaw, and Frank J. McCloskey of the 
U. S. Rubber Company as the principal 
speakers on retail views and problems. 
Questions and comment from the floor 
were many and keen, and this session, 
devoted to a wide variety of problems 
of major interest to retailers, proved 
a genuine climax of the convention. 





The Michigan Retail Shoe Dealers 
Association reelected the following of- 
ficers: Richard J. Schmidt, Hillsdale, 
president; Nathan Hack, Detroit, vice- 
president, and Clyde K. Taylor, Detroit, 
secretary-treasurer. Total exhibits and 
attendance at the convention just about 
equaled last year’s. Buying was re- 
ported generally heavier on later 
Spring delivery, and on staple lines, 
than last year. Immediate buying has 
been slowed up by heavy inventories 
set up in recent months by a number 
of the better financed stores. 


Opens Sixth Chicago Store 


Cuicaco, Itt. — Nunn-Bush Shoe 
Company has opened its sixth Chicago 
store. The store presents many innova- 
tions in design and merchandising fea- 
tures, Outstanding is the daylight neon 
sign -over the entrance which makes 
the store stand out from all the rest in 
the block. The interior is designed so 
that the store is rounded off in the rear 
in a U-shape. All stock is carried in 
built-in shelves right in the store, lining 
the entire wall space with the exception 
of built-in hosiery display units. D. H. 
Bourgerie is manager. 
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Reports of Shortages Spur to Shoe Buying 


[CONTINUED FROM PAGE 25] 


Abilene, and H. E. Knoebel, of Fort 
Worth. 

The Southwestern Shoe Travelers 
Association promoted J. C. Simmons of 
Waco, Tex., from vice-president to 
president, and O. H. Kirkpatrick, of 
Oklahoma City, was elected vice-presi- 
dent. E, H. Muse, of Fort Worth, con- 
tinues as treasurer and W. T. Mitchell, 
of San Antonio, as secretary-manager. 
The executive committee will be ap- 
pointed later. The close and friendly 
affiliation of these two associations in 
the Southwest is an example of what 
can be done in cooperation. 

Fort Worth newspapers were very 
generous in their news stories, with 
pictures and text pertinent to shoes and 
news of shoes. 

The convention was largely a prob- 
lem clinic, dealing with unusual, pres- 
ent-day conditions. Regardless of war 
conditions, however, it was apparent 
that buying is going ahead with in- 
creasing interest. From the interest 
that has been shown by buyers, re- 
tailers are planning to make 1942 their 
best year. 

Some shoe men expressed belief that 
material shortages, due to war condi- 
tions, would greatly affect shoe produc- 


tion. This belief was intensified by the 
showing of a boot by the Daly Brothers 
Shoe Company. It was explained that 
three million pairs are to be manufac- 
tured in the United States for the Rus- 
sian army. Retailers believe the fact 
that around 20 factories are working 
on this type of shoe will greatly effect 
materials which would ordinarily go 
into regular shoes for the American 
trade. 

Arthur D. Anderson, of the Re- 
CORDER, struck a happier note in his dis- 
cussion of the situation. Shoe men who 
had been thinking of the disadvantage 
of not being able to get automobile tires, 
are now thinking of tire rationing as 
a means to greater shoe sales, he 
pointed out. 

“With fewer tires,” he explained, 
“the people will walk more. That will 
not only be good for the people, but it 
will be good for the shoe trade. 

“Shoes play an important part in a 
nation at war,” he declared. “It is an 
immense undertaking, but we are ready 
for it. We'll see that every man, wo- 
man and child has proper shoes for his 
or her need.” 

The traveling men concluded their 
meeting Saturday before the opening 
of the retailers convention. Good busi- 
ness was reported by the travelers. 





Promote White Footwear 
For Blackouts 


SEATTLE, WASH.—With Army black- 
outs ordered for Seattle and the defense 
of the Pacific Northwest area by the 
U. S. Army, following a report of a 
loose aircraft carrier laden with “ris- 
ing-sun” planes in the upper Pacific 
Ocean,-shoe retailers have slanted sell- 
ing into the blackouts. New keynotes 
are white footwear. The shoe depart- 
ments of The Bon Marche, large de- 
partment store of Seattle, for instance, 
which has taken a leading position in 
blackout boot selling, emphasized, fol- 
lowing the start of the war with Japan, 
“White rubber boots for children in- 
crease visibility and cut down traffic 
accidents” in the children’s shoe sector 
on the street floor, while another foot- 
note of this large shoe outlet is the 
feature of the main shoe salon on the 
street floor, as follows: 

“Women’s galoshes in white to keep 
you conspicuous in a very protective 
manner,” which also emphasizes the 
sale of “white, wooly scuffs, easy to 
slip into for night prowling,”—-slippers 
for going about in the dark or groping 
behind closed windows and doors dur- 
ing enforced darkness. 

Emphasizing these white sales notes 
during the blackness which has de- 
scended on Seattle, the Bon Marche has 
stated in sales promotion, “Brilliance 
is all very well. but it has no place in 
a blackout.” The white slippers and 
boots can help to avoid traffic accidents 


in the dark, as they have already done 
in London. 


Big Increase Reported 
In Demand for Shoes 


Scuenectapy, N. Y.—After several 
rather lean years shoe dealers in this 
industrial city finally have come into 
their own, a survey of 20 leading shoe 
stores revealing a 47 per cent business 
increase over last year and a 55 to 60 
per cent boost over two years ago. 

The increase follows almost exactly 
the increase in the city’s industrial 
employment and payrolls. Two years 
ago there were approximately 16,000 
factory workers and weekly payrolls 
totaled approximately $600,000. By last 
year these figures had been boosted 
to 22,000 and $1,000,000. Today, fac- 
tory employment is more than 32,000 
and weekly payrolls total more than 
$1,500,000. 

Listed as having a population of only 
88,000 in the 1940 census, the influx 
of defense workers during the past 
year and a half has boosted this figure 
to an estimated 115,000. 

Shoe merchants report that all price 
classes are moving better but that the 
biggest increase in business has come 
in the more expensive shoes. Simi- 
larly, stores handling higher priced 
shoes report relatively greater business 
increases than shops handling cheaper 
stocks, although the latter also report 
substantial gains over 1940 and early 
1941. 








New Lasts for’ Russian 
Service Shoes 


Brockton, Mass.—1400 lasts for ser- 
vice shoes for the Russian Army, were 
recently turned out by this division of 
the United Last Co. in seven days in- 
stead of the normal 14 days. These 
lasts were made from a model developed 
by the government and were made in 
extra sizes to allow for protection of 
the feet against the cold. 

In these shoes, made up to size 15, 
Russian soldiers will be able to wrap 
their feet in burlap and to line the 
shoes--with moss as additional protec- 
tion against the extreme cold. The shoes 
have a 7 iron insole and a 9 or 7 iron 
outsole. Steel -toes are to be used on 
some of the shoes. 


Nunn-Bush Reports Earnings 


MILWAUKEE, WI1s.—In his annual re- 
port, Henry L. Nunn, president of the 
Nunn-Bush Shoe Co., reported net 
earnings for 1941 of $259,972 after 
$150,000 has been set aside as a re- 
serve to provide for probable future 
decline in finished shoes as well as raw 
materials. 

This compares with a $262,171 net in- 
come in 1940, when an appropriation 
of only $50,000 was set aside for the 
purpose of countering inventory price 
declines. 

Total net sales in dollar value for the 
fiscal year were $8,151,189 compared 
with $6,242,144 for 1940, and the ratio 
of earnings was equivalent to 3.77 times 
preferred dividend requirements and 
equal to $1.12 per share net for com- 
mon stock, issued and - outstanding, 
after deducing 5946 shares held in the 
treasury of the company. 

During the fiscal year, four regular 
quarterly dividends were paid on pre- 
ferred stock and four of 20 cents each 
on common stock. 


Here’s Where Those 
Shearlings Go 


We’ve all heard of and in many cases 
felt the shortage of shearlings in the 
shoe industry due to the war and there 
have probably been a lot of queries 
from Mr. Retailer as to why he didn’t 
get that lot of shearling slippers he 
ordered for Christmas selling. The 
photograph on Page 14 clearly shows 
where a lot of those slippers went on 
the persons of these five aviation 
cadets at Randolph Field, Texas. 

Nearby San Antonio’s claims of a 
mild Winter climate hold true on the 
ground but while flying around at an 
altitude of 5,000 feet or higher the 
cadets say it’s a different story, and so 
they are well supplied by Uncle Sam 
with these shearling lined flying suits, 
gloves and boots which arrayed over 
several thousands of flying personnel 
accounts for an awful lot of skins. 
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Boot and Shoe Recorder 





THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





‘““DON’T SHIP ANY APOLOGIES, 
they don’t fit! “ 


So wrote a new customer on his first size-in 
order .. . only he wrote “backorders”’ instead 
of “apologies”. He hadn’t learned, yet, that 
Green never ships backorders . . . does ship 
sizes when and as ordered. 

Today, it is Feassuring to know that the policy 
of your manufacturer is to maintain a com- 
plete and adequate supply of sizes and widths 
ready for shipment without substitution or 
delay ...a policy that Green has rigidly 
observed for eighteen years. 


GREEN SHOE MFG. CO. 


BOSTON, MASS. 
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